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WDGY 

tneapolis-St. Paul 



specify STORZ stations 



It's very nearly unanimous. Hooper, Nielsen, Pulse and a 
host of Twin Cities advertisers agree: WDGY has the big 
audience for those big results! See JOHN BLAIR or 
WDGY GM Steve Labunski. 



SPOT RADIO: 
YESTERDAY'S 
UGLY DUCKLING 

Today spot radio is 
breaking all previous 
records. Here are some 
of the reasons for the 
spectacular comeback 
of the spot medium 

Page 23 



WHB 

KANSAS CITY 



WTIX 

NEW ORLEANS 



WQAM 

MIAMI ' 



Now in its sixth year of first place dominance. Latest 
Hooper — 47.7%. First on latest Pulse and latest Trcndcx, 
in all time periods. Contact ADAM YOUNG INC. or 
KOWH General Manager Virgil Sharpc. 



First per Hooper, first per Area Nielsen, first per Area 
Pulse, first per Metro Pulse. 87% renewal rate among lead- 
ing Kansas City advertisers proves dynamic sales power. 
Sec JOHN BLAIR or YV11B GM George YV. Armstrong. 



Still rocketing, still in first place, with increasing margins 
all the time, per latest Hooper. And wait 'til you see that 
newest Pulse. Ask ADAM YOUNG INC. or WTIX GM 
Fred Bcrthclson. 



Now bringing Storz music, news, ideas, excitement to all 
of Southern Florida, with 5,000 watts on 560 kc. WO AM 
is already a fine Miami buy, as JOHN BLAIR or GM Jack 
Sandler will demonstrate. 
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Watch out for 
these tricks 
with figures 

Page 28 

The era of 
the colossal 
commercial 

Page 30 

Monthly cost 
and programing 
Comparagraph 
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It looked like a 
stalemate when our 
original 816 foot 
tower crashed. But 
we've strengthened 
our position by moving 
to a new 1 356 foot 
tower generating 
1 00,000 watts of 
power. Now 
1,000,000 
Oklahomans are 
watching Your next 
move. Make sure they 
catch it by mating 
your products to the 
Channel FIVE picture. 
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CHEMICAL AND RESEARCH 
FACILITY EXPANSION 



INDUSTRIAL CONSTRUCTION 



CBS 
NBC 
ABC 





EDUCATIONAL EXPANSION 

1110,000,000 

make 1956 and 1957 "Boom" years in the 

TERRE HAUTE 

Market 



Construction and expansion investments include: Allis-Chalmers, 
$10,000,000 addition to mammoth present plant; Indiana and 
Michigan Electric Co., $58,000,000 new plant; American Brass 
Co., $25,000,000, new brass plant; Commercial Solvents, Stran 
Steel, Charles Pfizer Co., Bemis Bag Co. and others are in- 
vesting many more millions in this important Midwest 
market. Expansion of educational institutions, a new multi- 
million dollar shopping center, and enormous private con- 
struction have made Terre Haute the "Boom" market of 
this rich and fertile, bil- 
lion-dollar area. 



WTHI-TV 



h a n n 



Complete television 
coverage oj this 
"Booming" area 
is supplied by 



TERRE HAUTE, INDIANA 

THE BOLL1NG. CO., NEW YORK — CHICAGO 




T M -CBS-TV 
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\ es.t<M*f lay's nfjly duckling: spot radio 

Today spot radio is surpassing all previous record-. Here's a rundown 
of why the medium many thought was on downgrade scored comeback 



Humor, t>V third dimension 

Herkimer the bottle blower wa« "too pooped to participate" . . . 'til he 
drank I ptowu. Now all's well with 1 1 erkiiner and Uptown's sales curve 

The numbers game 

\cry few stations try to get away with trumped-up audience figures. But 
here are some trick- to watch out for. particularly when buying fast 

Colossal commercials 

('.rant advertising. Detroit, used "spectacular" approach to dramatize now 
car. Other admen are using Hollywood touch for more prosaic occasions 

Monthly cost and programing coinparagraph 

Features include average costs by network program types; cost-per- 1,000 
for top 10 nighttime and daytime network shows; spot television basics 
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In Next Week's Issue 

Tin* Mipcr agenev of 196(1 

On the boii/oii i- a new -tinetuie for advertising agencies, evolvhif 
out of tin merca-i in marketing and other agency -enices 



llow to if»e N( !S No. 2 

In ipn -t inn and an-w ( I form, here are the key facts about Nielsen Cov- 
■i i"' '-Mine I on it ran be mm d and what it can't be u>ed for 
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Showmanship! 



AKE finest television facilities, add an experienced, 
staff with a real flair for "Iowa Barn Dance Frolic" 
showmanship, and the result is a station with some of 
the Nation's best local programming — WHO-TV ! 

FACILITIES! Largest studios in Mid-West. Studio One 
is 50' x 90', Studio Two is 35' x 70'. Complete kitchen 
also available. Equipment includes two 1 6 mm. movie 
projectors, one 35 mm. slide projector, one 4" x 5" 
opaque projector and one rear-screen projector with 
automatic 4" x 5" slide changer and 9' x 12' screen. 
Also big Mobile Unit, excellent Art and Photo Depts., 
plus complete color facilities, including two 16 mm. 
color movie projectors and one 35 mm. color slide 
projector. 

PERSONNEL: A tremendous pool of Iowa Barn Dance 
Frolic talent, plus an imaginative, 35-man staff, 
headed-up by TV Program Director, Production 
Manager and 4 Television Directors. 525 cumulative 
years of show-business experience assure really pro- 
fessional local programming. 

Yes, WHO-TV is "tops in showmanship" — another big 
reason why Iowans watch WHO-TV, respond to 
WHO-TV, with an enthusiasm and loyalty accorded to 
few television stations in America. 



WHO-TV is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO Radio, Dcs Moines 
WOC-TV, Davenport 
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WHO-TV 

Channel 13 • Des Moines 




Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 

Peters, Griffin, Woodward, Inc. 
Niitioniil Representatives 
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AMERICA'S RICHEST AND 
MOST PRODUCTIVE MARKET 




ii 

*TFTV. 




HOUSTON 



GALVESTON 



Everyone 



• ••in the Texas Culf Coast Area 



\\\tU^h is sold on KGUL-TV 



i 



>/4 OF TEXAS 



Vi of all Texas buying income, 
over 600,000 families with 475,- 
000 television sets, make up the 
rich Gulf Coast Area, including 
Galveston and Houston. 




Chorted in proportion 
to effective buying 
income for counties 
included in KGUL-TV's 
coveroge areo. 



The only station that delivers a primary city 
signal to Galveston and Houston. 

KGUL-TV is top preference in prime time* with 
the most popular nighttime program, the 
largest average audience and the highest 
number of quarter hour firsts. 

(Source: ARB, July, 1956, 7 days, 6 P. M. Midnight)* 




GALVESTON, TEXAS 



Represented Nationally by 




CBS Television Spot Sales 
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Ben Duffy: the co-production approach 

When lean, >oft-spoken Ben l)u(T\. president of 15151)0. addressed 
la>t week* RTKS meeting in New York, he put hi> finu high among 
those which believe agencies, must mo\e again into diow control. 

DufTv does not advocate 100'r show control bv agencies. 15nt he 
does urge them into co-produecrship. "If ad\ ertisers are to acquire 
more effective programs' at realistic prices.' lie sa\s. "'advertising 
agencies must take an active part 
in their production." Let s take a 
look at some of the things DufTv 
and his agene\ are doing. 

\t BBDO. there is onh one 
show whollv produced in the shop 

) our II it Parade. But as a co- 
producer, the agene\ is stepping 
up its activity. Last \ear, BBDO 
decided Armstrong Circle Theatre 
needed perking-up. got together 
with the producers and worked 
out improvements. What the col- 
laboration proved was that agencv and producer can work amicablv 
together for the benefit of the client. Since then. BBDO has 
involved it-elf more and more with production on other proper- 
ties in all area: — planning, writing, casting and screenings, A BI5D0 
production group, for example, has been in on the new General 
Mills show, Giant Step, right from the start. 

DufTv told sponsor such eo-producership In agencies minimize- 
risk of show failure and cancellations at the end of 13 weeks. It 
also gets the client exactly what he wants. Because BBDO knew 
that Standard Oil of California wanted a show with West Coast 
appeal, it went to Guild Films which had certain Jack London 
seript rights, \geney and packager together developed the Captain 
David Grief series, tailored to the client's need. BBDO also i.« 
co-producing two new shows now in the works. 

DufTv s co-producership concept is analogous with the situation 
in Hollywood feature films where studio and free-lance producer 
work together, joint!) or separated) contributing stun, talent, facili- 
ties, financing, and sales channels. 

Sti angel) enough, the advocate of such ''togelheriies-" Ben 
DufT) probablv will be longest remembered on Madison Avenue 
for the sensational coup he achieved alone. In 194!!. he made 
a single call on Vincent Kiggio. then president of American Tobacco, 
and eamc awa\ an hour-and-a-half later with the coveted §10 million 
Luckv Strike account. Du(T\, son of Irish immigrant parents. wa> 
born in 1902 on Manhattan's west side, lie left high school in his 
sophomore vear, started as office bov at the agencv he now head-. 
In his 30 vears in \dland. lies seen man) changes, lie saw 
agencies take the rein* of radio show control on!) to drop them 
w ith the coming of tv . Now he sees the need again for at least 
one hand firnilv on the reins. ^ 



RE: 



NCS#2 

MOBILE 

and the booming 

GULF COAST 
MARKET 



1. 



2. 



3. 



4. 



Now your brand new 
measure of station 
coverage and 
circulation shows . . . 

WKRG-TV 

to be the market's 
dominant station! 



WKRG-TV 

outperforms competition 
... in counties covered 
... in TV homes reached 
... in actual audience 
circulation in all 
categories reported. 



Makes sense, then, 
to make 

WKRG-TV 

your dominanf 
advertising force. 
Without a doubt! 



WKRG-TV 

is viewed on Channel 5 
CBS Network Affiliate. 



AVERY- KNODEL 

NCORPORATED 

National Representative 
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BUY 




TO SELL 



OF CALIFORNIA 

The*!' two Big Impact stations 

KUI(; Catalhia 

KHIF Fresno 
cover all 8 Southern California 
eminlies via the salt-water route. 

K.B1G, broadcasting on 710 kc with 
10.000 watts from IhuIi Hollywood 
and Catalina. is t lie only indepen- 
dent powerful enough and popular 
enough to register audiences con- 
sistently in all three major South- 
ern California metropolitan areas: 
l.OS A.NC FLES America's 3rd 

market 
S VN DIEGO the 19th 
S \N BERNARDINO the 32nd 

KJ5IT. 900 ke with 1000 watts, i- 
the most powerful and popular in- 
dependent covering Fresno, the na- 
tion's No. 1 Farm Market, and its 
prosperous San .1 oat pi in Valley 
neighbors. 

\\ It li the two John I'oole high- 
quality center-dial music-and-news 
radio stations, you reach of the 
people and the retail sales of the 
No. 2 State, at statistically the low- 
est coM-per-tliousand listeners. 

Buy hoth stations: k.1'10 and KHIF 
for KHKi rates pi lis- 2r> c ' f . 

^ our Weed man has the whole 
s|orv. 




JOHN POOLE BROADCASTING CO. 

6540 Buni«t Blvd.. Lot Angal*« 28, California 

Ttl«phont HOIIywood 3-3705 

Nat. Rep. WEED and Company 




Timehuyers 
at work 



• hindered b\ un- 
Stations should be 



David Williams, Harold Cabot & Co.. Inc.. Boston, feels the suc- 
cess of many broadcast campaigns for Cabot clients is due to a 
new or unique approach to radio advertising. "Frequenth ." how- 
e\er. Dave sa\ -. "a creative client approach 
imaginative or negative radio station policies, 
eager to tr\ creative rate struc- 
tures that encourage such ap- 
proaches as a three- or four-second 
super-saturation campaign, ore* en 
a well-designed two or three-min- 
ute commercial. There's no real 
basis for an advertiser to be lim- 
ited to the standard minute, chain- 
break or I.D.. if there's another 
wa\ the medium can be used." 
He finds that too many stations 
substitute policy for creative u*e 
of their selling facilities. Another 
request he makes of stations is that tbe\ stress scientific salesman- 
ship. "Loud cries about greatness and super personalities onh 
arouse suspicion and withdrawal,'' be sa\s. "Perhaps the establish- 
ment of an industr) -policed standard fact sheet similar in approach 
to the ABC statement would help so that a station need not claim to 
be 'first* or ".second" to be a sound buy and a frequent one.' 



Nina Flinn of Hubert \V. Orr & Associates. New York, finds her 
more recent agency experience lias shown that a basic knowledge of 
some of the problems of production and of the eop\ philosopln 
behind any campaign can help a Inner do a better job. "By sitting 
in at broadcast strategv meetings along with copj. research, market- 
ing and production people, a Inn- 
er is in a better position to offer 
more intelligent and practical sug- 
gestions from a bm ing point of 
\ iew." she sa\s. "This is particu- 

Hf *~ flR ' ar ^ trlu " tn<> ras(> °f fi rsl " l ' lne 

broadcast advertisers, whether in 
if radio or television. W hen the bin- 

— " ' er is given the opportunity to be- 

come familiar w ith the client s 
thinking. copv strategv, marketing 
problems and the like, he or she 
can combine with this a knowl- 
edge of the markets and the medium- — and is more readily able to 
contribute to tin 1 planning of a successful campaign. "' The end re- 
sult. Miss Flinn thinks, is that the Inner is capable of placing and 
following through on a campaign more elTectivelv. "This type of 
"knowledge pooling can onl> be beneficial to client and campaign, 
as views from people in main agoncv jobs can be presented. 





21 novkmhich 1 9.i6 






rings up top f itinps everywlierp I i a key nijrke 1 
like Cinounati for example LLLLRY QUELN not 
jnly \t\m the highest rating of »ny syndicated 
program it also outrates top network favont* 
such as $64,000 Question, Climax, Jackie Gleason, 
Alfred Hitchcock, Dragnet, and many, many other 1 : 

24.7 Pulse, September 10, 1956 



•LLERJ QUEEN 



HUGh 



series 



GH MARLOWE 





Your own survey will prove 
) to you that more people art 
ELLERY QUEEN f ins than for 
jpy other mystery adventure series 
No wonder 1 Books, anthologies. Tilery 
Queer mi izmes motion picture? 
network r kJio tstirit-'S dll with multi mil ho ■ 
iistrononnr al Circulations, and now ihe 
brilh rr tly produ< »'d television series are 
your guriraniee of the bip audiences you 
w-ant Let demonstrate to you how the 
ELLERY QUEEN series > in best serve vou. loo 






Television Programs of America, Inc 



EOWAHD SMALL 



MIL TON A QOROON 

P ■> a' » 



MICHAEL M SILLERMAN 




400 Madison Ave New York 22, N V. • PL 5-2100 



for you to capture || $3,634,410,000 in retail sales 





WGAL-TV 

LANCASTER, PENNA. 
NBC and CBS 



CHANNEL 8 

Multi-City Market 

STEINMAN STATION 

Clair McCollough, Pres. 



cnfo/ive Hit MEEKER company, mt • New York ■ Chicago • Los Angeles • San Francisco 

.sponsor • 24 \ov km men 1 'Jofi 



Most significant tv and radio 

news of the iveek with interpretation 

in depth for busy readers 
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The penalty of leadership is beginning to overtake tv. Because it is so big, so 
glamorous, and so expensive, it is also becoming prone to another bigness — big criticisms 
and dissatisfactions within itself. Long run, these may become routine or disappear; but 
this week they made an unpalatable stuffing for many a whopping Madison Avenue turkey: 



A number of major accounts are in jeopardy as the result of what's happen- 
ing to some tv network shows. 

What lends a sense of irony to most of these situations is that the basic fault is not 
the agencies'. The agency has to contend with so many factors beyond its control. For 
instance : 

• The wrong time at night. 

• The show in front. 

• A strong competitive show suddenly blowing in. accompanied by an overwhelming blast 
of promotion and publicity. 

• Failure to obtain a powerful enough name on a rating night. 



Client pressure over faltering shows is mounting at NBC TV. 

General Foods makes the latest sponsor of an NBC-controlled show to ask that some- 
thing be done about the situation. 

GF thinks its problem might be resolved if NBC found another time period for 
the Adventures of Hiram Holliday. 

The present spot — Monday 8 to 8:30 p.m. — is too early, General Foods is convinced. 
Too many youngsters in the East and Midwest especially are still in control of the sets at 
that early time. 

A GF reminder to NBC: IF NBC should decide to shelve Stanley, which now fol- 
lows Holliday, GF would be quite happy to inherit the spot. 



Finally, there's the series of upsy-downsy emotional states induced by the se- 
quence in which the ratings appear. This is the pattern: 

• First Trendex comes out. This is a great source of joy for those with shows on CBS, 
and — conversely — a black time for those with shows on the other two networks. 

• Then comes the ARB report. Admen heavy in ABC now get a big lift, and those on 
NBC cheer up a bit, too. 

• Last comes Nielsen. Now NBC sponsors and agencies are jubilant. 

Whatever your feelings about ratings, there's no denying that they're hardest on the 
nerves. 

P & G and other soap leaders apparently have overworked their gambit of 
making anonymous inquiries for availabilities. 

It's standard practice for the big consumer-goods producers to fish for time on a blind 
basis — especially when a new product (which the sponsor doesn't want his competitor to 
know too much about) is involved. 

Stations are in sympathy with the practice, but recently there has been a growing 
touch of impatience because of: 

• Tightening of availabilities in the very top markets. 

• The embarrassment that follows when the station discovers the "blind" product con* 
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diets directly with an adjacency. 

As a point of contrast: A poll of reps probably would disclose Esso to be tbeir 
No. 1 account in above-board information disclosure. This seller-buyer relationship 
has resulted in a loyalty from stations that's become a classic in the business. 

On tbe general marketing front this week the news again was iiltra-eheery. 

To begin with, it will be the best Christmas season on record. Meanwhile all the major econo- 
mists started unlimbering 1957 predictions — again, all ultra-cheery. Buried in this torrent 
of generalizations, but not to be overlooked, are the following: 

Item No. 1 : The government estimate for cigarette sales this year is about 
.S395-billion, a new high. 

Compared to 1955, the edge for the current year is 3.4%. 

The previous high for domestic consumption was in 1952, but — partlv because of the 
cancer scare — sales took a drop thereafter. 

This year's revival should give a strong impetus to 1957 budgets. 

Ttem No. 2: Yon can get all sorts of estimates on new-car sales for the 1957 
season, but for the moment keep this in mind: Tt will be a big year sales-wise and 
advertising-wise. 

Sales-wise, you have the impetus of a vast arrav of new styles and models which — 
like any fashion merchandise — have to be plugged. 

Advertising-wise, you have the heightened competitive race among the Big Three. And 
this is no temporary thins;. For the fellow who gets to the top has the near-permanent ad- 
vantage of repeat sales because of customer lovaltv. 1957 will be the vear everybody wants 
to buv still more lovaltv. 

Of the Big Three. Chrysler is far ahead on ad expenditures for the new models. 
A Detroit guess is that Chrysler's all-out drive may take its ad and promotion outlay well 
over the $40-million-mark. 

Ttems No. 3: A new business opportunity for air media may soon emerge 
from the lamb-growing industry. 

The lamb growers have organized into the American Sheep Producers Council and turned 
over to Botsford. Constantine & Gardner the task of putting their program into action. First 
objective will be to get more lamb on restaurant menus and in supermarkets: next, to stimu- 
late a greater and steadier taste for this protein. 

Over-all, it's like the campaign put on by the turkey growers, which germinated in 
Utah and turned out to be one of the smartest marketing jobs in food history. Another 
famed marketing drive in this category — one that used lots of air media — emanated from 
the broiler people in the Maryland area. 



ABC Radio's affiliate advisory committee has taken a swipe at what it terms 
"jukebox" stations while endorsing the network concept of broadcasting. 

In a statement issued after a weekend meeting with AB-PT president Leonard Golden- 
son and ABC Radio v.p. Don Gurgin. the committee: 

• Rejected the vaunted impression that independent stations outrate network affiliated 
stations. 

• Reaffirmed the belief ABC affiliates have "the greatest opportunity in years to capital- 
ize upon the basic strength and resurgence of network programing service." 
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^ SPONSOR-SCOPE continued . . . 

Network tv — instead of growing into the dominating giant of the favored few 
— happily is turning into a friendly amoeba that proliferates itself. 
The reason is alternate sponsorship. 

Whereas radio knew no other form hut one advertiser to a program, network tv con- 
tinues to divide itself up more and more. 

An index to this rate of increase is a comparison of November of this year with the 
like month of 1955. 

A breakdown by SPONSOR-SCOPE of the sponsored night-time programs on all net- 
works for the week of 25 November 1956 shows 48% of them with alternate sponsors 
and 16% with three or more sponsors. 

For the parallel week in 1955 the figures were 43% and 9%. 

This comparison recalls a statement made in 1950 by Niles Trammell, then NBC vice- 
chairman: "Radio's weakness was in having too few advertisers; it was prone to having too 
many eggs in one basket. Television must make way for as many advertisers as possible 
to guard against sharp fluctuations in revenue." 



Here's indisputable proof of the spiraling costs of network tv (and the trend mentioned 
in the item above) : 

Only 14% of the programs carried on all three networks at night advertise 
a single brand or are strietly institutional. 

The remaining 86% carry two or more brands. 
Source: sponsor's program comparagraph, page 33. 



More and more agencies are awakening to the need to do their tv program 
planning much longer in advance than heretofore. 

Some of the bigger ones already are talking about next fall instead of waiting until 
March or April to shop for availabilities. 

Agency executives realize that they've been working too close to the old radio time- 
table when three-month planning was ample and you could even make a major change over 
a weekend. 

Note the thesis of BBDO president Ben Duffy's talk at the RTSEC. Duffy urged 
agencies to assume the co-producer role in a program package at its very inception, 
instead of waiting until it's offered as a pilot film. (At the moment there are very few pilots 
that haven't been shopped over.) 

See Newsmaker of the Week (page 5) for more on Duffy's views. 



Ben Duffy's remarks (above) were received with "aniens" along Madison Avenue, but 
promptly followed by this probing question: 

How can agencies expect to move into the co-producer's role with an outside 
package when the big talent offices are really in the driver's seat? 

The point of the query is this: 

A show may have a better chance of success if done live, but the talent agent's main 
goal is the best tax deal for his client. And that kind of deal can only prevail when 
the star has a piece in a film series. 



Which tv programs get the benefit of free chainbreak plugs? Who's the vice- 
president in charge of dishing out these valuable cotne-ons? 

Y & R has poked into the matter at both NBC and CBS and now thinks there isn't 
any firm answer. 

Apparently no allocation policy has been set up at the networks to ration this kind of 
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SPONSOR-SCOPE continued . . . 



thing. Says one tv executive: "Wc think of them mainly when we have to promote a 
spectacular." 

It s apparently one of those situations that has escaped exploration hecause tv has heen 
too busy with bigger things. 

Radio networks may find a windfall in the fact that affiliated stations in 
some of the top markets have sold out all their availabilities between 4:30 and 
7:30 p.m. weekdays. 

If there are enough such tight markets, the only way a national advertiser can get into 
them is by going network. 

Note this wry comment on the situation by a rep: 

"It was spot that started radio rolling again and here are we reps sitting by while the 
networks cash in on our spade work. The only way we ean get any more money from those 
prime spans— 6:30 to 9 a.m. and 4:30 to 7:30 p.m. — is for the station to raise rates or 
reclassify its time." 



Look to increasing support from the major Hollywood studios in the ex- 
ploitation of their older features on tv stations. 

They're swinging around to the philosophy expressed by 20th Century-Fox head, 
Spyros Skouras: "The more they look at pietnres and the more they talk about them, the 
better will it be for the entire picture business." 

How spirit of cooperation worked in Chieago: 

WBKB-TV and WGN-TV set the week of 1 December for a promotional push on fea- 
ture, using the theme, "Hollywood in Chicago." WKBK-TV obtained Donna Reed for 
appearances and WGN-TV has applied to 20th Century, through NTA, for a visiting star. 



Network radio may soon be back in duPonl's media picture. 

Fabrics division of the Delaware colossus was so impressed with a presentation from 
CBS Radio that it indicated that it would ask its agency, BBDO, to re-evaluate the division's 
media strategy with a view to including radio. 

Network's story was built around a specific entertainment package. 



NBC Radio expects to corral some substantial radio deals as soon as all afliili- 
ales have approved the network's new program structure. 

In fact, it's got a sizeable contract on hand, ready to sign when the final contingent of 
stations vote aye. The contraet involves new news schedule. 

Meantime CBS Radio has sold Scott Paper Company some more daytime business. 
CBS put the added billings at $1,300,000. Agency: J. Walter Thompson. 



Onee again here's proof that the amateur hasn't a chance in tv. 



The job of selling the advertiser's local campaign now calls for topflight pro- 
fessional promotion men. 

Sonic 300 such station promotion specialists from all sections of the eountry held their 
first convention last week in Chicago. Their organization: die Broadcasters' Promotion 
v\ssoeiation. 

Picked as president was David Partridge, advertising-promotion chief of the West- 
iughouse stations. 

The Chicago group that put the meet on its keels were Charles A. Wilson, WGN & 
WCX-TV; John M. Keyes, WMAQ & WMBQ; Tom Dawson, WBBM & WBBM-TV, and Mil 
Henry, ABC. 

For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Henew, page 56; Spot Buys, page 62; News and Idea \\ rap-up, page 64; Washington 
Week, page 73; sponsor Hears, page 79; and Tv and Radio Newsmakers, page 80. 
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In a single clay, KNX reaches 
more homes in 
Metropolitan Los Angeles 
than the four leading 
independent stations combined. 

That's saturation! 

And KNX saturation sinks in. 
Your sales message is backed 
by programming 
that demands attention : 
drama, discussion, comedy, 
sports, variety and news . . . 
not a lulling repetition 
of top tunes. 

When you talk "saturation" 

get saturation. 

Buy KNX RADIO, 

the most listened to station 
in Los Angeles. 

Represented by 

CBS Radio Spot Sales. 
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IN AND AROUND 
COLUMBUS, GEORGIA 



CHANNEL 



WRBL-TV 




CBS 
ABC 



Preferred * 
Viewing 



I l-COUNTY AREA - NOV. '55 

402 of 404 



METROPOLITAN FEB. '56 

298° f 4l6 



• COMPETITIVE QUARTER HOURS 
WEEKLY TELEPULSE 




bv Bob Foreman 




Agency ad libs 




Did tv go this far in just 7 years? 

1 \va- thumbing over a re\ iew of television, 
its set growth, listener patterns, coverage, etc.. 
when suddenly the obvious occurred to me — 
that this new phenomenon which has affected 
our li\ ing hahits. our business procedures, our 
ways of politicking, our architecture and. for a 
number of us, our blood pressure, has taken 
place in approximate!) seven years. 

1 was going to call them "short"' years but in this case the cliche 
doesn't apply. They were decidedly long rears. Exciting. Trying. 
Astonishing, to be sure. But they certainly aren't short when one 
realizes that seven years back in television resembles the days when 
the pterodactyl roamed the skies. F'rinstance. 

Seven years ago film on tv was terrible. The technical quality of 
it, that is. I recall that we had about eight or nine Groucho films 
in the can when we discovered that the faces of the contestants ap- 
peared only as white blobs. This was discouraging to sav the least, 
especially when we realized that whatever corrections could be 
made would not be available for telecasting for at least 13 weeks. 

Hack then, too, there was a great deal of get-rich-quiek talk among 
fihn-niakers, despite their problems of providing suitable quality for 
telecasting. Ever) one with a script and the name of a vice president 
of a W est Coast bank was going to turn out a pilot film, sell it fast, 
scurry into production (using the bank's money) and clean up. 

Get rich quick scheme was "syndication'* 

The big wav to hit this jackpot was not to sell to the networks or 
to a single advertiser for a network time spot. It was to '"go into 
syndication." Send a couple of drummers out on the road with 16 
nun. prints under-arm and watch the sales roll in! Roy. this was 
easy! Of course 1 , von got a nice fat regional deal ri<rht off the bat 
so a on could pav off a our below -the-line (production) eoMs while 
grinding out the episodes. All other payments were deferred. So — 
as each added market was sold, almost everything you took in was 
grav y . 

I n fortunately, something went awry. Sales were hard to come by 
and costly to achieve. The banks saw huge deficits becoming 
linger as each film went into the can and only a fraction of the 
negative cost coming in week after week. So they got to thinking 
like bankers again rather than like uranium prospectors. '1 hey 
began to question the philosophy of taking a loss now and getting 
big dough w hen the reruns were sold. '1 hev discovered that adver- 
tisers insisted on reruns being held until thev themselves were 
through with the show so as not to have to compete with themselves. 
\ i i < 1 consequently, mam a near millionaire went into hock. In 
addition some nice -laid old banks found thev owned batches of 
half-hour television films of dubious aesthetic as well as economic 
v alue. 

Hack in those davs live shows had their problems, too. Hardly a 

(I'leasc turn to page 181 



CALL HOLLINGBERY CO. 
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". . . television rose to its greatest 
heights of achievement . . . color tele- 
vision's shining hour". 

ALDI.NE R. BIRD, BALTIMORE .NEWS-POST 

". . . spritely, heart-warming, original 
. . . must have struck a responsive 
chord ivith all viewers except those 
cynical, hard-bitten souls who refuse 
to acknowledge the fact that they 
were once children . . . the finest 
original score we have heard on TV". 

HOLLYWOOD REPORTER 

"It was 90 minutes of high pleasure, 
a joy in every respect. It was a rare 
moment in television . . . a magnifi- 
cent job which I hope NBC will repeat 
again and again". 

JAY NELSON TUCK, NEW YORK POST 

"... a towering beacon in the develop- 
ment of television entertainment . . . 
irresistibly charming, beautifully pre- 
sented . . ." 

IiOU WILLI \MS, PIIILA. EVE. BULLETIN 

". . . thoroughly captivating entertain- 
ment . . . we sat entranced . . ." 

NICK KE.NNY, NEW YORK MIRROR 

"Hooray for 'Jack' . . . the first really 
successful musical written especially 
for TV". 

WIN FANNING, PITTS. POST-CAZETTE 

"pure joy . . . good enough for NBC to 
place in its expanding repertoire of 
kid classics". 

SID SIIALIT, NEW Y'ORK DAILY NEWS 

"'Producers' Showcase' . . . crammed 
more charm and professionalism into 
ninety minutes than has been seen 
on TV in many a day". 

MARIE TORRE, N. Y. HERALD TRIUI NE 

"'Jack' as a TV musical is a worthy 
successor to 'Peter Pan' . . . it is a 
timely commentary on whatever it is 
that man lives and fights for". 

JOHN FINK, CHICACO TRIBUNE 
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HIGHEST 
BEANSTALK 
IN HISTORY 

TV is better than ever! An estimated 55 million 
ricans proved it last .Monday night when they 
tuned in "Jack and the Beanstalk" in Color and 
black-and-white on Producers' Showcase over NBC. 

This was the largest audience to watch a 90-minute 
show in the history of television. It attracted a 75 < jb 
greater audience than the average of the three com- 
peting half-hour shows* on the second network. 

Not since NBC's two memorable two-hour produc- 
tions of "Peter Pan" has sheer enchantment held so 
vast an audience spellbound. "Jack and the Bean- 
stalk" was an authentic television original— a triumph 
of bold, creative, live programming. It demonstrated 
once again television's unique ability to capture a 
nation's interest and attention through one show on 
one network. 

"Jack and the Beanstalk" was another NBC landmark 
in the development of live television. It was what 
people have come to expect from the network which 
introduced the 90-minute Spectacular, and is now 
the only one to continue this d> namic program form. 

NBC TELEVISION 

a sen icf of 

* Burns and Attcn, Arthur Godfrey"* Tatcnt Scouts, t Loir Lucy 





52 true dramas 



of suspense, fear, and fighting courage... 



from TV's most successful adventure series! 



RU5ADER 

starring BRIAN KEITH ...a man with a mission 



Local and regional advertisers will welcome this opportunity to catapult their sales with a great network hit. 
IU5ADER is rounding out 65 smash weeks for Camels and Colgate-Palmolive on CBS T\. Its 12-month average 

Nielsen rating of 22.1 tops the average rating for all oilier dramatic series. -Each half hour is beautifully cast 
and produced . . . based on official records . . . packs a terrific wallop for the entire family. High drama, high 

ratings, higher and higher sales!— all yours when you say CRU5ADER to MCA. Say it today. 



ft 



MCA TV 



America's 

No. 1 Distributor 
of TV Film Programs 



I Ittsll! I.ilh'sl October \ K'lu-U- 28.5 




Agency ad libs continued .. . 



. OIKIC NORTHWEST'S 





Combine Massachusetts/ New 
Hampshire, Connecticut and 
Rhode Island and you'll ap- 
proximate, in area, the tre- 
mendous new market created 
by the KIMA-TV, three-station 
network. No other single med- 
ium in the Northwest delivers 
a market as large (over 40,- 
000 square miles), as rich, as 
valuable as EXCLUSIVE! 




MARKET 



POPUIATION 
lUiban Populol, 0 n 
"V'Ol Populoi.on 
FAMIilES 

ELECTIVE 8UV.NC INCOME 

CPOSS Fapm income 

»EtAI| SAIES 

'ODD Saies 

CfN[»Al MERCHANDISE 

D» 10 saies 
automotive Saies 

' W '" l»56 Su.vr, 0 f 



DATA 



51 1.875 
'61.900) 
249 975) 
159.925 
5859. 2(8. 000 
5334,735 ooo 
5*32.561.000 
5135.614. 000 
S4 30. 890.000 
5 Jl, 335, 000 
51 J3.748.000 
Buying Powci) 



t|oWU S4xhi'u^ii^ um*JaJ 



Yakima, Woihlnglon 

KEPR-TV omAj KLEW-TV 



IiwIiki. Uaba 




TELEVISION 



drama was aired without a shot for example of a ?tage hand in o\ er- 
alls earning a chair. This was most disconcerting to the audience 
which thought it was \ iewing. perhaps, a period piece. You saw as 
many mike booms and shadows thereof as you did actors. 

For the above reasons -as well as others more shows were of 
the panel type than not. There were panels of bright school kids 
and panels of average school kids. There were panels of eggheads 
and man-in-the-street-type panels. And puppetry was rampant. 
Remember? Do you recall Bob Emery and Doris Brown and Hat- 
pin Mary (who poked the wrestlers)? 

A lot of film has flowed across the gate since those days and many 
live episodes have been delivered. It's a tribute to the producers of 
present-day items how superb the quality of their product is today. 
I never cea>c to wonder about the assurance with which the most 
difficult of dramas, for example, is produced live — each camera-shot 
so carefully planned and cleanly executed. 

Then there were the commercial problems of y e.-terday . Number 
One among them being the search for a guv or gal who could 
deliver a line or two without shaking or forgetting or looking like he 
was reading. Those who could do this were few and far between. 
Consequent!} . e\ pry bod) used them. 

Then there wa> the discovery of animation, a technique that 
made sound and experienced advertising men forget everything they 
ever learned about advertising. \nd everybody who was anybody 
was rushing around putting pictures to radio commercials and a 
gent who knew how long a zoom took and what a flip wipe was. was 
considered an expert. 

Remember those da\s? ^ 




Pic slinging slapstick, panel shows and puppetry were rife in tv's 
\onth. The ad\ances made in seven \cars are a tribute to the industry 
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THEY TELL OUR STORY FOR US . . . 



Other folks feel our ratings 
are worth shouting about . . . and so do we . . . 
so will you . . . when you 
use WBNS-TV in Columbus, Ohio 



THE BILLBOARD 



24.S% 



0 on WBNS-TV, 
topping Phil Silvers, Robert Montgomery 




April 28, 1956 



and a lot of other toppers 




BROADCASTING-TELECASTING 



April 16, 1956 




Pulls a 32.3^ • -° n WBNS " TV > 
topping Como, Godfrey and Others 



TELEVISION AGE 



July. 1956 



i e i ev is ion ■: 

lV \ol7or< 



share of 
0 audience on WBNS-TV 



BROADCASTING-TELECASTING September 24, 1956 



Top Five right down the line! 
COLUMBUS . . . Three Station Market 

1. Highway Patrol (Ziv) Tues. 9:30 WBNS-TV 

2. Man Called "X" (Ziv) Fri. 8:30 WBNS-TV 

3. Death Valley Days (McE-E) Sun. 8:30 WBNS-TV 

4. Annie Oakley (CBS Film) Sat. 6:00 WBNS-TV 

5. Superman (Flamingo) Wed. 6:00 WBNS-TV 




FATHER" 



CBS Film Sales Inc 



39.3 
18.2 
17.3 
16.2 
16.2 



46% share of 3 station 
audience Coverage . . . 
500,400 families Reach- 
ing 1,872,900 TV Homes. 



WBNS-TV © 

channel 10 • columbus, ohio 



REPRESENTED BY BLAIR TV 

CBS-TV Network . . . 
Affiliated with Columbus Dispatch . . . 
General Sales Office: 33 N. High St. 
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TIME BUYERS and 
AD MANAGERS. . . . 
here is your chance to 

SAVE! 

• The Negro buying power 
in KANV-land has IN- 
CREASED! 

• The selling power of KANV 
has INCREASED! 

• Surveys prove KANV's popu- 
larity has INCREASED! 

• KANV personnel, promotion 
and programming costs have 
INCREASED 30%. 

NOW KANV finds it 
necessary to announce a 

RATE 

INCREASE! 

Effective Dec. 26, 1956 

BUT . . . YOU CAN 
STILL BUY AT THE 
OLD RATE 

... and SAVE! 

IF your contract is 
received and accepted 
on or before 

DEC. 25, 1956 

All contracts accepted by KANV 
on or before this date will be pro- 
tected at the present rates for ONE 
YEAR. All contracts received after 
this date will be accepted only on 
the new rate. 

HURRY and call our National 
Representative in your area. Sec 
new rates in SRDS. effective De- 
cember 26, 1956. 



KANViEr 

HREVEPORT, LOUISIAN 




49th and 
Madison 



Why snowflake added radio 

It was a pleasure to read about I .S. 
Steel's Operation Snowflake in llie new 
weeklv si'o.nsok. But some tilings have 
happened since your presstime which 
may he of interest. 

As \ ou know the purpose of Opera- 
tion Snowflake is to increase the con- 
sumption of steel by promoting appli- 
ance sales. This year we've given 
Snowflake the help of radio by sched- 
uling a two-week drive from 26 
November to 7 December on 54 sta- 
tion.- in 1<! markets. The majority of 
the stations will he the so-called power- 
house stations. 

Snowflake would he considered use- 
less, however, if it was promoted only 
on the lime bought l>\ Steel inasmuch 
as Steel s announcements do not men- 
tion where appliances can be pur- 
chased. It is essential to the campaign 
that local radio salesmen sell local 
advertisers on Snowflake so that poten- 
tial customers can he told where to 
bin their appliances. In addition we 
hoped that local hanks would also he 
sold on Snowflake as a means of pro- 
moting the purchase of major appli- 
ances. 

It is. of course, loo earlv to tall\ 
up the results of the Snowflake cam- 
paign but indications arc 1 that the use 
of radio in a promotion that was pre- 
viously restricted to the print media, 
is going to result in the most success- 
ful Operation Snowflake since the idea 
w as oi iginaled in 1 93 k 

A concrete example of how Snow- 
flake can be exploited for the benefit 
of radio stations and advertisers has 
been supplied by \\JW\ Cleveland. 
Minosl as soon as the initial Snowflake 
promotional material was distributed. 
\\.|\\ salesmen went to work selling 
local businesses on the idea of tving 
in with the campaign. W.IW. In the 
wav. wa- not one of the stations on 
which Steel had bought time, \niong 
tho-c businesses Unit W.IW has sold 
on Snowflake are appliance dealers, 
banks, and a public ulilitv . 

dcorge Shenk. Project Manager 
I . S. .S/ee/. Pittsburgh 



Ultimate in radio's flexibility 

Here is an episode which, we at 
\\ LRC think, demonstrates the versa- 
tility and endurance of radio. 

A fire broke out in our studios on 2 
November at 12:15 p.m. The entire 
building was evacuated immediately. 
The announcer on duty. Don Mason, 
put an LP on the turntable as he left 
the building and phoned the transmit- 
ter and had them broadcast a tape of 
music. 

We missed two minutes of broadcast 
time during this switch. It was appar- 
ent an hour later, that the entire in- 
terior of the building was going to go 
up in flames. Five of my announcers, 
four salesmen and one engineer en- 
tered the building to remove office 
records and equipment. They made 
eight trip- at the height of the blaze 
and sav ed all of our commercial sched- 
ules, continuity, office records and 
enough equipment, such as turn tables 
and a console, to keep us operating. 
During the lime we were salvaging 
equipment, both KDAL and W DSM 
management offered help. \\ DSM sug- 
gested we use llieir Duhilli studios 
and KDAL offered use of their re- 
mote facilities in a local anlo show- 
room for a few hours. 

We accepted KI)\Ls offer. >ince it 
would least inconvenience our bene- 
factors. . . . 

\\ e used these facilities for about an 
hour and 10 minutes while our equip- 
ment was being set up. \t this point 
we switched to full operation from our 
transmitter. 

W e continued the transmitter opera- 
tion from 3:30 p.m. on the day of the 
fire until 3:00 p.m. the following Tues- 
day, when we switched back to one of 
our studios in the W KBC Building, 
where we are currently operating . . . 
until the completion of permanent re- 
pairs on a second studio I 10 Nov em- 
ber I and (he return to operation of 
the remainder of our facilities. 

W'LBC survived a fire destroying a 
major part of its facilities and went off 
the air for only two minutes during 
the mishap. \\ e are proud of this 
record. 

Robert J. Hich. General Manager 
tt'EHC, Ditlutti. Minn. 
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TvB's memory mochine 

1 was fascinated by the account of 
TUfs plans to buy the IHM 305. 
RAM AC, the mechanical "'memon 
hank." as presented in your 15 Octoher 
1956 '"Newsmaker of the week." fea- 
turing Oliver Trevz. Would he inter- 




A fuiuristic sketch of ihe IHM 305. RAM AC 

ested to find out how agency people 
would use the "brain" if the) had the 
opportunity. 

Alexander J. Randall, Asst. 
Timebuyer, A'. W. Ayer, X. Y. 



• SPONSOR uonilcrnl. I ami a*Ke>l some 

media men lhi> \rry que-tion. You'll fuul their 
ausH<-r> ill this isMH-V ''Sponsor A-kn," pape 50. 



How wrong are you obout rodio tune in? 

I would like to take this opportunity 
to coinplinient you on jour excellent 
publication. I sincerely enjoy reading 
it from cover to cover and mail) of 
your articles have been useful to our 
programing and sales departments. 

I particularly appreciate the amount 
of space \ou devote to the radio in- 
dustry. 1. of course, feel that it de- 
serves all the recognition it gets and 
even more so. 

1 would like to ask if you have ap- 
proximately 10 or 12 tear sheets, or 
reprints of your article: "How Wrong 
Are You About Radio Tune-In? 
contained on pages 26 and 27 of your 
3 November issue. If so I would like 
to have them to distribute them to my 
sales crew and programing depart- 
ment. 

Norman Lofthus. General Manager 
KCMJ. Palm Springs, Calif. 



• Reprint- ar«* available at lor a copy. Tor in- 
formation on <|ii:mtity orders contact M'ONSOK 
Srr\icc-,, 10 K. 19th, y, V., >1U 8-2772. 



AN £*»*vfrl BUY 
IN WASHINGTON 




The MIDDLE of Washington State, a 
growing economy based on diversified 
agriculture* and metal industries. t 

* The Apple Capital of the World, plus 
1,000,000 new acres of irrigated 
farm lands. 

t Alcoa, Keokuk Electro, and other metal 
industries have selected Wenatchee 
plant sites due to low-cost hydropower 
from the Columbia River dam system. 
More are coming! 

5000 V 
560 KIL 

KPQ's 5000 W, 560 KC combination gets 
way out there, covering Central Washing- 
ton, parts of Oregon, Idaho, and Canada. 
We know because of our regular mail 
from those areas. Then too, we have no 
TV station here, we're separated from 
Seattle by the high Cascade mountains, 
and we're many miles from Spokane. 
YOU CAN'T COVER WASHINGTON 
WITHOUT GETTING IN THE MIDDLE, AND 
THAT'S KPQ - - Wenatchee, Wash. 



The AA STATION 



That's AUDIENCE APPEAL: 
We program to our audi 
ence, with SELECTED top 
network programs plus lo 
cal color . . . music, news 
farm shows, sports — the 
things people call about 
write in for, and partici 
pate in. 



GUARANTEE 

TO OUTPULL all other 
North Central 
Washington media 

TWO to ONE 



National Reps: Portland and Seattle Reps: 

FORjOE AND CO., INC. ART MOORE & ASSOCIATES 

One of the Big 6 Forjoe Represented Stations of Washington State 
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Coming to IsAiamtf 



(via plane, train, and /or time-buy .' ) 



don't miss the new WQAM 
♦ ♦ ♦ newest of the Storz Stations 



The state's oldest station, serving 

all of Southern Florida with .1,000 watts 

on .")(>() kcs. 

For a guided tour, talk to the 

man from Blair or WQAM General Manager, 

Jack Sandler. 



Today s Radio for Today's Selling 



WDCY WHB 

A r,r " i P."Jl Kansas City 

R nrcscntcd by John Blair Cr Co. 



WQAM 

Miami 



President: 
TODD STORZ 

KOWH WTIX 

Omaha New Orleans 

Represented by Adam Young Inc. 
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UGLY DUCKLING 

Spot radio is headed for a record year. At least a 20% 

business increase results from influx of new clients, 
boost in budgets of old radio users, longer-term saturations 

by Evelyn Conrad 

^^pot radio will wind up this year 20% ahead 
of 1955," predicts Larry Webb, managing director 
of Station Kcprescntath es Association. 

And his estimate looks conservative. It's based 
on spot radio's average increase for the first nine 
months of 1956 over 1955 which he projected to a 
total of $137,800,000 for the year. But if the 
upsurge in fall business continues at its current 
rate, the figure could go considerably higher, 
sponsor believes. 

There arc strong indications, too, that the radio 
boom will continue and gather momentum during 
1957. Major radio rep sales managers and top 
agency media directors estimate that next year's 
spot radio hillings may be 20 to 25% above 
1956's record high. Their estimate is based on 
increased agency recommendations to clients for 



using spot radio in spring and the number of re- 
quests for winter and spring availabilities that are 
already being made. 

W hat are the reasons behind this upsurge in 
spot radio? 

A number of trends that SPONSOR highlighted 
at the time spot radio's major upsurge started in 
fall 1955 — such as use of blitz saturations — have 
snowballed in the past year (sec ''Spot radio fights 
back," SPONSOR 3 October 1955). 

Extensive interviews with top agency media di- 
rectors, time buy ing supervisors and radio sales 
managers of major reps reveal new trends and 
buying patterns which contributed to the spot 
radio boom. 

Briefly, these are the factors to which thev at- 
tribute the stepped-up spot radio activit) : 
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Radio is no longer the "booster." 
Jiamen today assign prime ad objectives 



to radio, use multi-market saturations 




• ^munition l>a\iriii continues. [■ re- 
,|iiiiu\ iiii|w<t and low-cost circulation 
,rc hv-wnrds 11 1 1 1 < 1 1 1 ^ clients whore 
u~iii- -put radio. \nd advertisers 
who'd been liea\il\ in the medium a 
war ii»n fall, are u-inu a higher fre- 
(|innc\ of announcements in each 
market. Km instance, some clients who 
averaged I ."> announcements weekly are 
now u-iuii 2r> to M) a week. 

• short Hurries of saturations, pio- 
neered two veai- ago b) Nescafe, are 
ln-iiiii lengthened from two-to- four 
week- to and 10-week duration. 
Toda\"- radio client like- to maintain 
steadier and longer eflorts of great 
fic(|iienc\ during the broadcast week. 

• There are more 26-week and 52- 
week campaigns. The pattern that s 
emei ging : the -tead\ year-round buy 
of 10 or more announcements weekly 
upon which clients build for periodic 
saturation (lurries. This pattern is 
based parllv on a concept radio loaned 
to tv lon» a fit) and which it is now in- 
heriting in turn: the carving out of 
franchise* among scarce, most-sought 
radio time. 

• New client- are coming into the 
medium. Koods and drugs ha\e been 
partienlarh heavy and stead) spot ra- 
dio advertisers, lint beverages and 
cigarettes ha\e staged the heaviest 
comeback. 

• \gene\ media men say clients 
have been presold on the cfTeetiv eness 
of -pot radio through the educational 



efTort made In stations and reps. They 
praise creative presentations and cite 
the importance of specific radio suc- 
cess stories in making the 1956 climate 
favorable for spot radio. Because of 
these efforts, thev sa\ . spot radio is 
a part of the original and basic media 
recommendations made for man) 
brands that would not have listened to 
a radio story two years ago. 

• The tight competition in spot t\ is 
bringing some categories of advertis- 
ers into spot radio in force, say ad- 
men. Its increasingly difficult for 
cigarettes or beverages to get tv clear- 
ances which don't put them up against 
a competitive network show or an- 
nouncement. Hence new brands, such 
as Hit Parade cigarettes fBBDO). 
went into spot radio, found it paid off 
and helped attract other advertisers in 
the same category . 

• The spillover into davtime and 
evening radio ]>v saturation advertis- 
ers has shown clients that the medium 
can deliver ample sales punch in peri- 
ods other than early-morning, \roused 
interest among the top agencies has in- 
spired many new research projects 
which, according to several media di- 
rectors, will form the basis of recom- 
mendation* for buying a greater 
spread throughout the day and eve- 
ning. 

• Spot radio has become a vital 
part of any test market operation, 
('bents have found it effective in ac- 



HOW THINGS HAVE CHANGED IN SPOT RADIO 

Last Year This Year 



I |-i-(|iirnc> : s alur.il inn tcrhililjiic hcgail 
<(iiin t: ii Id il- own. will] slum- clients 
in ■ 100 ,-iinl iiiuir announcements 
Mikl\ l(n -In I'l-rangc :nl olil'Vlnc- 

I - 1 iirrn - : ll< >■ m I v>i cks in ;iikI mil 
il il |k .ik I lie -c;i-ni ;il 
j ' ' llll I mil. i l)\ \('s( ;l fi-. 
• ll I I plod (1 ( Mil "<n ic- 

x |>r- i'l ' Il » is -llll (ill 

ill pill iiwr :in- 

\ i ( -ik (Il iv ilig 
■ ' I ill' I IKIHII 



Frequent'* : 1 1 igll-freitnrnry saturations 
arc virtually tin: rule lliis year. Tup 
elicnis <i( I'J.").") have doubled frequency, 
willi Nescafe using up to 2.">0 weekly 

Hurries: This year's short-term cam- 
paign lends lo he 10. not four weeks 
long, (.liciils arc carving out fran- 
chises wilh .'i2-week basic campaigns 

S|irend: Willi inure fi cipiencics. lhcrc's 
Mini' 'lino igh-lhe dav" buying. Seine 
agencies are researching evening radio 
for more cMcnsi\c nm' next spring 



complishing a wide range of market- 
ing objectives including new product 
introduction: special price promo- 
tions: raising sales curves in specific 
markets: increasing circulation for a 
thinly stretched budget; supplementing 
network tv coverage; testing copy 
themes locally. 

There's an obvious enthusiasm about 
the medium within both client and 
agency offices which shows up effec- 
tively in buving and in radio copy. 

Said one rep salesman: ''1 got pret- 
ty discouraged a couple of years ago 
carting around fancy presentations. 
1 he buyers would get sort of a sickly 
smile, on their face when vou men- 
tioned radio and they VI drum on the 
desk while vou talked. For a while. 1 
though vve were just wearing out shoe 
leather uselessly. But in the last cou- 
ple of months. the atmosphere's 
changed completely. Often a buyer will 



ARTICLE IN BRIEF 

Spot radio business has already risen 
21% in 1956 over last year, and reps 
anticipate another 25°,b increase in 
1957. Business boom stems from new 
clients coming into the medium, 
heavier spending on the part of all. 
Interest extends to nighttime radio too 

come up with a reference to one of our 
success stories as an example of his 
client's intentions. The job has really 
paid ofT." 

"The reps* generall) creative and 
more efficient salesmanship of the me- 
dium as a whole in the past year or 
two is having an effect," says Harold 
Dobberteen. v. p. and media director of 
Bryan Houston. "It has helped pre- 
dispose clients toward spot radio and 
has made it possible for the agenev 
niediamen to concentrate on develop- 
ing new spot radio approaches, rather 
than having to com ince clients about 
the medium first of all." 

The creat i\ it \ Dobberteen refers to 
can be seen in main areas of media 
planning, from media combinations 
worked out between tv and radio to a 
careful meshing in station choice. \nd 
the interest in the medium is virtually 
universal among agencies. One of the 
top five tv agencies, for instance, had 
become known among the radio reps 
as a virtual "black hole on Madison 
\venne." since it was earliest among 
those to cut down its radio appropria- 

(I'lcase turn to page 7H) 



LARRY WEBB, SKA managing director, poi 
T)6 spending estimate; estimate is enn-er 



SPOT RADIO UP AT LEAST 20% THIS YEAR 




1955 spot radio total 

$ 1 14,066,000 

1956 spot radio estimate 

$137,800,000 




Spot radio billings 1955 vs. 1956 



Month 


1955 


1956 


% 

increase 


January 


$8,556,000 


$10,192,000 


19.1 


February 


$8,890,000 


$11,031,000 


24.1 


March 


$10,190,000 


$11,699,000 


14.9 


April 


$9,311,000 


$9,704,000 


4.2 


May 


$9,124,000 


$11,632,000 


27.5 


June 


$8,753,000 


$11,389,000 


30.0 


July 


$8,029,000 


$10,196,000 


27.0 


August 


$8,249,000 


$10,601,000 


28.5 


September 


$9,478,000 


$10,893,000 


14.9 



Source: Station Representatives Association 





Herkimer the bottle blower was "too pooped to participate' 



TV'S 3RD DIMENSION: HUMOR 

U|>lo\vn lemon drink was weakest among 15 Faygo brands. It's 

number one now following campaign built around light-touch commercials 



If Mm re '"loo pooped lo partici- 
pate, you've been lo Detroit! 

\ih1 you've heard llie soft-selling: 
radio and t\ copy I heme of the Favgo 
He\erage Co. which plugs its I "plow, n 
leinondinie drink. More tlian lids. 
\on \c caught the essence of what the 
W. 15. Doner agenc\ there terms an 
added dimension of broadcast adver- 
ti-dnj; w m d-of-moiilh pickup from 
< oimiicrciaK 

I his is lire fi i - >- 1 and highest re- 
ipiintiunt for all Favgo and I plown 
r.idio and tcl<-\ r-i<m eop\. I '.very an- 
noniii emenl. whether il s integrated 
il" i le|< \ i-K,n show 01 aired as an 
i i\ <\ hriuri'N ^hows. is written 

'i "I a < ali I \ I heme w hieh \\ ill he 
i d up hmI i< ,r,i|cd h\ audiences. 
\i d .lh 

s II 



' < •■ and < lii-nl believe. 
I n ii " the '-ni rounding 
>i ii I llieic ll he foi 



' I'l 



loo 



pooped to participate." "I'm loo weak 
to w eslle, " "Which way did he go? 
lie wenl for F A Y- GO." "Live it up, 
up, up with I plown,'' or for Fay gos 
rool beer "Make mine rool beer. I'm 
d rh ing." 

The man who calls this extra word- 
of-moulh impacl "third dimeiisionar' 
is Julian Grace, a partner in llie Doner 
agency and account executive on 
Faygo. 

lies worked on the Faygo account 
since 1934. when its ad budget was 
S2.000 a j ear. Today, Faygo is Michi- 
gan's largest independent bottler, and 
il spends l() r f of its gross income on 
advertising. The only major media il 
uses are radio and television, with 
saturation announcement schedules in 
radio and programs in television. All 
Faygo schedules are local, for il dis- 
tributes only within a 100-mile radius 
of Detroit. 

"We want lo entertain people with 



our commercials/" Grace says. "This 
is particularly lure for a sofl drink, 
where yon need a sofl sell because a 
beverage is a good-limes product, a 
gay type of product. If the advertising 
is cute and clever, people will think it s 
a good product." 

Grace Iras proof for his theory. 

Faygo introduced its Uptown sofl 
drink four years ago without advertis- 
ing. "It was a nonentity in llie line," 
says Grace, with the lowesl sales of 
any of the 15 Faygo beverages. Bui 
l\\o years ago L plown went into local 
radio and television willi the story of 
Herkimer, the Holtle blower, llerk, 
called a jerk by his foreman, blew 
ever smaller bottles because he was 
"too pooped to participate." 1 After 
drinking L plown, of course, he blew 
the biggest and best bottles ever. 

And after Herkimer, sales were the 
biggest and best ever. Today, I plown 
outsells all other 15 Faygo beverages. 
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Bottles were too small till he drank Uptown . . . 



Results were "overwhelming/' notes 
Julian Grace. "The slogan swept the 
town like mad and moved a lot of 
merchandise." 

Sales for Uptown, and for all of 
Faygo's beverages, have been going up 
steadily. Last year was the biggest in 
company history, "even though it was 
had for a lot of bottlers," Grace said. 

One of the most unexpected bene- 
fits: Uptown is well on the way toward 
national distribution, which Faygo has 
never sought for any of its line. How 
did it happen? The radio and tv com- 
mercials made a strong impression on 
independent bottlers visiting Detroit. 
The agency also credits the basic qual- 
ity of the beverage, which has multiple 
uses as a straight drink or as a mixer. 

Herkimer the Bottle Blower's popu- 
larity has led to similar themes in new 
radio and tv commercials: "too pooped 
to plumb.'' for a plumber; "too pooped 
to pucker," for Casanova; '"too pooped 
to punt," for a football hero. 

The same copy themes are used in 
transcribed radio announcements and 
in animated film commercials, and 
"we've found the broadcast media give 
us the best response on this type of 
copy," says the account executive. 
"We're basically a creative agency, 



with more than half of our total bill- 
ings in radio and television, some $10- 
million last year. We seek to get 
showmanship into advertising, and 
this, combined with another dimen- 
sion, radio and tv, gives us extra iden- 
tification. We've found the copy pick- 
up universal among both youngsters 
and oldsters. Kids recognize the prod- 
uct in the stores, even if they can't 
read, and we find them a very potent 
force." 

To insure impact the client likes to 
repeat the selling line three times in a 
commercial. The usual pattern is to sat- 
urate the city with a new announce- 
ment, usually running it for 13 weeks 
and never more than 26. depending 
upon reports from the field as to the 
audience reaction to the commercial. 



Doner and Faygo have a major safe- 
guard against negative audience reac- 



ARTICLE IN BRIEF 



W. B. Doner agency seeks word-of- 
mouth pickup from its radio and tv 
commercials for lemon-lime drink 
made by Faygo Beverage Co. Catchy 
phrases for drink have helped make 
it best-selling Faygo beverage after 
only two years of air advertising. 



tion 



They get the best that money can 
buy in terms of creative help, direc- 
tion, art work, production and music 



arrangement. 



Says Grace: "We realize that our 
commercials, even though they're pro- 
duced In a local agency for a local 
client, must be as good or better than 
commercials for national competitors. 
That's why we spend a very, very high 
proportion of our budget in produc- 
tion costs. We've long since found out 
the commercial is the thing.' 

Uptown commercials have a pre- 
dominant role in the over-all radio and 
tv schedule for Faygo. The usual buy- 
ing pattern: in television, full or co- 
sponsorship for four half-hour syndi- 
cated film shows weekly, slotted at dif- 
ferent times of the broadcast day to at- 
tract different types of consumers; in 
radio, saturation schedules with an 
average of 10 one-minute announce- 
ments daily, five to seven days week- 
ly, on each of three Detroit stations, 
during v\hat the agency calls "house- 
wife or driving time" from 7 a.m. to 
7 p.m. 
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THE NUMBER 



I he remarkable thing nl out radio 
and television promotion toda\ i> that 
the use of figures intended to mislead 
is relathcly rare. When \ou consider 
how complicated the arithmetic of the 
air media can get. it s a wonder more 
stations a rent tempted to weasel the 
facts around to their own advantage. 

Actually the weaseling that is done 
today springs as much from misunder- 
standing of the figures on the part of 
those promoting with them a< it does 
from outright intent to mislead. Willi 
some exceptions, that is. There are 
some, of course, who promote with 
blarnej aforethought and always will. 

Those who play the tv and radio 
numbers game with loaded dice and 
marked cards are in general fooling 
only themselves. The veteran time- 
bin er will usually spot a phony figure. 
But under the pressure of buying close 
to a deadline anyone can fail to read 
the fine print. 

The examples* of figure rigging cor- 
ralled here, therefore, are intended as a 
refresher course for both veteran bu\- 
ers and those whose experience with 
the numbers game is of short duration. 

One of the most common offenses 
encountered, and one for which virtu- 
alb ever) limebuyer is constantlv on 
the alert is the use of rigged share-of- 
audience figures. 

Stations putting out promotion in 
this fashion ha\c created big problems, 
not only for the harassed buyer but 
also for those whose business it is to 
conduct the sur\e\s. 

Take a two-station market I for sim- 
plicity ) with Station A and Station B. 

A survey is made and a condensed 
share-of-audienee index is compiled by 
the manager of Station B. as follows: 



p.m. 



IMonda* -I'"ri<la> 
7 a.m. 12 noon 

1 2 noon— 6 
() p.m. 

S;ilur<l;|\ 

<> a.m. 
Siiiiihij 

12 noon 



Station A 



GO 
60 
50 

25 

20 

hesc are the figures. 



10 pm. 
12 noon 



p.m. 



Station li 

40 
40 
50 

75 



On the sur- 



face they show, and rightly so. that 



SI'O.NSOK 
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■% IVI IL r ew stations try to get awaj >\ith trumped-up audience figures. Hut here 
are some tricks tiniehuyers should guard against, particularly when huying last 



Station A would he the hetter buy, all 
other factors being equal. Hut, here's 
where our friend, the manager of Sta- 
tion B, goes to work. In order to get a 
figure which makes him look good, he 
adds all the figures, divides by five to 
get the average and his next promotion 
proclaims: Station B has 57% of the 
audience! 

Now anv straight-thinking timebuv- 
er should tell at a glance that the above 
table shows Station A to be the better 
buy, because of its strong advantage, 
Monday through Friday. But unless 
the actual figures are seen and ana- 
lyzed, who's going to know better? 

Station B's claim to 57% of the au- 
dience is perfectly true as far as it goes 
— and you can be sure that the mana- 
ger will see that it goes no farther. 
He's happy with this "average'' figure 
and he hopes that some deluded time- 
buyer will make the error of buying 
without access to all the facts. 

One now famous case concerns two 
stations in the same regional mar- 
ket. These stations are similar as to 
coverage and audience. Both ran ads 
claiming to be first in the market! And, 
both were perfectly right. You had 
to read the small print to determine 
that only the 8 a.m. to 12 noon time 
applied in one case, whereas the other 
station led the field over all independ- 
ent stations. 

Here again, a timebuyer with too 
much time to buy and not enough time 
on his hands would look at those two 
ads — both claiming the same position 
in screaming headlines — and probably 
buy the third station in the market! 

Another case is that of Joe the disk 
jockey. Let's assume Joe has a three- 
hour program each morning on a 
station and ratings are taken. During 
Joe's first quarter hour, his rating is 
7.9. This is because the other station 
in the market hasn't signed on yet. 

The other station comes on and the 
rest of Joe's allotted quarter hours 
drop his average to 3.2. The station 
manager doesn't approve of promoting 
such a low- rating land who can blame 
him?), so he proclaims: The Joe 



Doakes Show received a rating of 7.9! 

Actually, he's right. Little Joe has 
racked up a nice 7.9 for the first quar- 
ter-hour, and therefore does have a rat- 
ing of 7.9 in the market. But. onlv for 
15 minutes. Yet the manager of Little 
Joe's station sees no reason to tag am 
explanatory footnote to his claim. And 
still another timebuver could make a 
w rong buy by not having all the facts. 

Another way in which figures can be 
made to lie convincingly concerns a 
daytime station beamed primarily to 
the Negro audience. 

Another station, wishing to invade 
the Negro market, schedules all of its 
\egro programing at night, after the 
other station is off the air. Then it has 
a survey made, at night, of the Negro 
audience onlv. What are the results? 
1 he survey shows that the station i> 



ARTICLE IN BRIEF 

Only minority of stations try to pull 
a fast one in promotion. But even 
veteran buyers can be sucked in when 
there's little time to read the fine 
print. Watch out for average share of 
audience figures and claims of rating 
superiority which don't give details 

far and away the number one Negro 
station in the market. That is. at that 
time, and with that audience — but no- 
body bothers to mention that fact. 

Another common complaint among 
timebu\ers is the mailing pieces re- 
ceived from stations which state. 
"First, according to the latest survey," 
and then fail to sav when, or by whom, 
the survey was taken. These claims, of 
course, are largely ignored for obvious 
reasons — the primary one being that 
the "latest" survey may he year* old. 

One of the most highly respected 
"elder statesmen" of the time-buying 
field — a man noted for bis integrity 
and careful attention to ferreting out 
discrepancies in station's claims — has 
two pet peeves. The first he attributes 
to ignorance on the part of station 
managers or promotion men: the sec- 
ond, to carelessness. 

"In figuring cost-per-1,000, ' he 



stated, "you'd be surprised at how 
many stations take the total figure of 
all the radio homes in their coverage 
area and project this into their spot 
announcement rate, with no regard for 
share-of-audience, sets-in-use, ratings, 
or anything else which might affect the 
figure. They assume that all of the 
homes are listening to their station all 
of the time— 100% !" 

"And they come up with a figure of. 
say, one cent per 1.000. The time- 
buver sits at his desk with the figures 
of two stations in the same market. 
One station shows SI. 20 per 1,000, 
the other one cent. The figures are ex- 
treme, but \ou get the idea. The time- 
buyer knows immediately that some- 
thing's wrong." 

This particular timebnyer's other 
pet peeve is the mail and coverage map 
on which such figures as population, 
per capita income and sales appear. 

"Unless vou give the source of these 
figures, with the date these figures 
were taken, and unless you have some- 
thing to substantiate the mail count, 
don't even bother to send it to the av- 
erage timebuyer." he said. 

lie referred to a coverage map from 
a station, showing not only "Popula- 
tion." but "Potential Population." 

"We kicked this around for awhile," 
said the buver. "but came to no con- 
clusion as to the source of any 'Poten- 
tial Population' — unless, of course, this 
particular station manager had an ad- 
vance tip on an increase in the activity 
of the birth-rate thereabouts!" 

The firms which compile these 
ratings honestly think it is their duty 
to help stations interpret and use sur- 
\e\s correcth. They are willing to 
check break-downs, percentages and 
other figures — if the stations will avail 
themselves of this service. Moreover 
almost all of the station representath e 
firms now have research men whose 
job is to aid the station in correlating 
audience and coverage figures, popula- 
tion, retail sales in the market and 
other data into an intelligent, cohesne 
and true statistical picture. ^ 
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s .ike \cil- new Dodge as commercial opens. 
It iinik om r «i\ \<>n- of carbon dioxide at 
>ll"> ,1 Inn to i real e Dante's inferno effect 





(>iant fans blow smoke away, revealing; car. Setting: was pool of Beverly Hillm 
Hotel, Hollywood. Marty Kalina of A15C TV and his staff worked in pool wear 
ing aqua lungs for 12 bonis while preparing commercial which was done liv 



COLOSSAL COMMERCIALS 

Cecil H. UeMille touch is bring us<m! increasingly. New car 

unveiling sequence above, for example, cost $20,000 to do live 



TThc pictures on these pages might 
he straight out of n Cecil 15. DeMille 
mo\ic. \f 1 11 iil I \ they arc part of a 
(division commercial lifted from the 
conventional pattern by the Holly wood 
loin h. These are the extravaganzas of 
adland designed to shock, entertain 
.iiid sp|| i n |\ w , mimites or less. 

In tin early |\ days the I lolly wood 
!• in li was used freipieuth , \dmcn 
'it In to lake full athanlagc of their 
1 ml <>ppoi [ i] 1 1 it ics. '| he -cn-ens 
• I i Ii'iw c\ ci . were -mull so 
In - id i it 1 1 Ki i elTci ls were 
'I' 1 ! < ic ihIiiIiiiii -w nug to 
ii' '■- and lilm | mi- 
ll • i \ <-nl ii mal com- 
I m ■ - . dciiioi i-t i a ■ 

■■li ii icial lias 

i i In . iiime 



elaborate now than it yvas ever before. 

How do producers and agencies turn 
out colossal commercials? At what cost 
in time and money ? How do they 
justify the expense? 

Grant Adv ertising's John Gaunt 
y\anted a Dante's Inferno elTecl for the 
dramatic launching of 1957 Dodge and 
Plymouth cars. lie didn't have lo go 
to hell and hack for it. lie went to 
Hob Iyobb, \HC TV network com- 
mercial director, and Marty kalina. 
head of special eiTci ls at \HC TV Ou- 
ter in I lolly wood. W hat they worked 
out for the 29 October iMicrencc Wrlh 
Show y\as the new Dodge, posed on a 
platform in the middle of the Beverly 
Hilton Hotel swimming pool, com- 
pletely enveloped in a fountain of car- 
bon dioxide "smoke ' 25 feet nigh. 



The unveiling was the sudden dispersal 
of the smoke. The cost of just this 
poo] sequence (the commercial had 
other dramatic sequences in other hotel 
settings) is estimated at betv\een Sic! 
and $20,000. 

Kalina and his men worked in aqua 
lungs for more than 12 hours in the 
pool to rig up lines of pipe through 
which liquid carbon dioxide was 
forced underwater. During the test 
runs and the telceasl. between six and 
seven tons of the carbon dioxide were 
consumed at a cost of SI 15 a ton. In 
addition to this, some 700 pound.* of 
dry ice was used in containers around 
the platform where the east of dancers 
performed. 

Such elTects have been used in dif- 
ferent vwivs by other ear advertisers. 



'.0 
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Lincoln Mercury created billows of 
clouds for its recent mammoth com- 
mercial on the Ed Sullivan Show (CBS 
TV) to introduce tlie new Mercury. 

Soaps are not as easily dramatized 
as cars or howling equipment, hut 
P&G. Dancer-Fitzgcrald-Samplc and 
Elliot. Ingcr & Elliot studios gave 
Oxydol a fashion show this summer in 
a two-minute commercial tliat cost in 
the neighhorhood of SI 0.000. The idea 
came from a spring fashion report 
that the summer trend in women's 
clothes would he to white. '"And what 
makes clothes white?" asked the copy- 
writers. 'Hie Oxydol spectacular was 
built around the white fashion theme. 
Four models were cast, and white 
dresses procured from leading de- 
signers. The set was divided into 



two sections: one was the fashion stage 
complete with ramps; the other was 
the demonstration area. It was built 
in a day. Shooting took another day. 
But the pre-planning, casting, and 
processing took weeks. 

A minute commercial was done for 
Helena Ruhenstein shampoos by MPO 
Tv Films through Ogilvy. Benson & 
Mather hist )ear which called for five 
giant shampoo bottles (moulded from 
lucite and four weeks in construction ) ; 
a fountain; a soap bubble machine. 
Five models and dancers were em- 
ployed. The approximate cost — exclu- 
sive of talent — was $15,000. 

These are only a few examples of 
today's trend toward the spectacular 
tv commercial. How do they justify 
the expense? There is a growing 



awareness in advertising of the amount 
of money spent on show production to 
attract an audience and its relation to 
the commercial message that must do 
the selling. So. the} reason, win not 
spend more on commercials? Espe- 
cially since the commercials are the 
only reason for the show being bought 
in the first place. 

Ibis does not imply that all com- 
mercials are going colossal. The con- 
ventional, demonstration commercial 
w ill continue because it is pro\ ing 
effective. But for that occasional extra 
"splash" that advertisers want to give 
to introducing a new product, or 
simply for contrast to their regular 
advertising pattern, the colossal com- 
mercial is fast on the wav to hecoming 
a trend. ^ 
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KEYSTONE COVERAGE 



87 million people in Hometown and Rural America 

spend their money for every nationally advertised 
product on the American scene. The inside track 
to this great market is through the Keystone 
Broadcasting System.. . 900 radio stations 
strategically located throughout this vast area 
to give advertisers maximum coverage of 
one of America's most potent audiences! 



Send for our new station 



CHICAGO 

1 II W Wnhinjlon Si SI«u 2 MOO 
NIW TODK 

MO F.llh J.fngf Pljia 7 U60 



IOS ANOELCS 

314? Wilthiif Blvd. OUnkirk 3 MIO 

san ma nci sco 

57 Poll Sltffl SUIIn I 7440 



• TAXI YOUR 
CHOICI. » handlul 0> 
■ llionj oi Iht network 

I Ti.rtulf 0' J lull hour 
• S VP lo TOW fOvf 



• MORE FOR YOUR 
DOLLAR. No prfmium 
coil lor mdividuJli/r d pro 

Irimminj Nfl«rO'k COV 
f'»|f lor Ifll Ihjn »mf 
tool com 



• ONE ORDER DOES 
THE JOB. All bookkrrp 
in| md dfllilf irf donf 
by KtYSTONt yrl |hr 
bffl Irm* >nd p'Kf irr 
Cholfn lor yog 





BROADCASTING SYSTEM, inc. 
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Tv programing and costs 

COM PARAGRAPH 



iThis is the first of sponsor's new Comparagraph sections. It is designed 
to give readers a monthly updating on tele\ ision programing and costs. It 
replaces the Comparagraph feature in foldout form which appeared in 
SPONSOR for main* years. The objective of sponsor's editors has been to 
provide a maximum of information in the most eomenient and readable 
form. Suggestions from readers as to format and contents will be welcomed 
and used as a basis for future additions and revisions. Your comments are 
the best basis on which SPONSOR can fulfill its mission to provide "use" 
material in easy-to-get-al form. The next Comparagraph will appear in 
the 22 December issue of sponsor. 



tXetuork program profile provides 
average show costs see below 

Cost-per- 1,000 for top 10 night 
and daytime programs . . page 34 

Comparagraph gives day-by-day 
chart oj all net shows . . . page 36 

Alphabetical list oj net sliows 
includes costs, sponsors . . page 40 

Spot tv basics this issue covers 
seasonal spending trends page 46 



1 NETWORK PROGRAM PROFILE 

AVERAGE COST OF PROGRAMING BY TYPES 



Cost Number 


Cost Number 


Cost Number 


Cost Number | 


Hour drama 
$59,000 12 


Half-hour drama 
$34,344 16 

Adventure 
$34,000 19 


Situation eomedv 
$36,500 15 


Hour eomedy-variety 
$61,333 9 


Half-hour eomedy-var. 
$46,286 7 


Quiz 

$27,625 16 


Daytime serials 
$8,911* 9 



*l*er week of five shows; other programs are once-weekly. 



NUMBER OF SPONSORED HOURS: LIVE AND FILM 

Daytime Nighttime 



Network 


Sponsored 
hours 


% live 


% film 




Network 


Sponsored 
hours 


% live 


% film 


ABC 


1 1 


4.5 


95.5 




ABC 


20 


52.5 


47.5 


CBS 


45.25 


91.2 


8.8 




CBS 


27.5 


50.9 


49.1 


NBC 


24.15 


92.7 


7.3 




NBC 


26.83 


72.0 


28.0 



•For week of 25 Xoveniber-1 December. 
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2. COST-PER- 1,000 FOR TOP NIH 



S3. 00 
$2.75 
$2 50 
$2.25 
$2 00 
SI. 75 
$1.50 
$1.25 
$1.00 



v i-l-|nT-l.(l(H) (harts below provide an efficiency comparison for the top 10 night- 
Im e and the top It) \\eekda\ programs during the two week? ending 22 September 
]')">(>, Hating- used are \. (]. Nielsen (average audience basis). Time costs are 
from "-RDS with ,-tandard discounts as computed 1>\ Nielsen. Talent co^ts are 
^I'ONMiii otimates. September period was chosen although October figures were 
available because October was atypical due to the number of special events includ- 
ing the World Series and political telecasts. Top 10 ratings for October are at right. 

Cost-per-1,000 homes per commercial minute for top lO nighttime program 



$2.95 




1 


2 


3 


4 


5 


6 


7 


8 


9 


K.I 


$61,000 


l\e Got 


l.unsmoke 


\\ hat's My 


Robert 


Disneyland 


Ford 


C.E. 


"•ullhan 


O(ic>tion 


a .Secret 




Line? 


Montgomery' 




Theatre 


Theatre 


39.1 rating 


38.5 rating 


32.1 rating 


3 1 .7 rating 


29.1 rating 


28.3 rating 


28.2 rating 


28.0 rating 


27.7 rating 




Cost per- 1,000 homes per commercial minute for top lO week day programs 



$2.75 
$2.50 
$2 25 
$2 00 
$1.75 
$1.50 
51.25 
SI 00 




< M • i < (.ii li Se.-ueli for 

■ 1 I \y\ l Tomorrow 

10 5 rolmq 10.4 rating 9 7 rating 9.5 rating 



Om en for u 
Day ( 1:30) 
8.9 rating 



6 

I .civc of 
Life 
8.0 rating 



N-cret Oil eon for a Mickey Mou*e 

Storm Day (4:15) Club (5:15) 

7.9 rating 7.9 rating 7.7 rating 



House Parly 

(2:15) 
7.6 rating 



rii-llne 22 S< 'inhcr For *tnirce of lUtn oa<Ml (o cmnpiKe cost-per 1.000 homes per ccunmcrchtl nilnoLe, see text fl(op pane- 



"The service with the most subscribers" 

LARGEST SAMPLING OUTSIDE U. S. CENSUS 



Right now during November 



TV markets surveyed! 

Dates: November 7-13 except as otherwise 
noted. And from the final interview day, 
reports are 

delivered not later 
than 4 weeks after 



For speedy, accurate Pulse data, enjoy this standard delivery, en- 
aiding you to make decisions or revisions immediately. Mail or phone 
us your needs from the following list. Learn first-hand how Pulse can 
serve you most advantageously. Advance ratings by phone! 




C. (Nov. 8-14) 



Atlanta 
Baltimore 
Bangor, Mc. 

Beaumont-Port Arthur (Nov. 11-17) 
Billings, Montana (Nov. 11-17) 
Birmingham 
Boston 
Buffalo 
Cedar Rapids 
Charlotte, N. 
Chicago 
Cincinnati 
Cleveland 
Columbus, Ohio 
Danville, III. (Nov. 24-30) 
Dayton 
Detroit 

Duluth-Superior (Nov. 11-17) 
El Paso (Nov. 26-Dec. 2) 
Erie, Pa. (Nov. 11-17) 
Evansville, Ind. (Nov. 11-17) 
Florence, S. C. (Nov. 14-20) 
Fresno 

Creen Bay, Wise. 
Houston 

Houston-Calveston 

Jackson, Miss. (Nov. 26-Dec. 2) 

Kansas City, Mo. 

Knoxville, Tenn. (Nov. 25-Dec. 1) 
Knoxville, Tenn. 19 County area 

(Nov. 25-Dec. 1) 
Lake Charles, La. (Nov. 11-17) 
Las Vegas (Nov. 11-17) 
Los Angeles 
Louisville 



Lubbock (Nov. 14-20) 

Macon (Nov. 11-17) 

Marietta -Parkersburg 

Memphis 

Miami 

Milwaukee 

Minneapolis St. Paul 

Montgomery, Ala. (Nov. 11-17) 

Nashville, Tenn. 

New Haven-Hartford, Conn. 

New Orleans 

New York 

Norfolk 

Omaha 

Peoria 

Philadelphia 

Phoenix (Nov. 15-21) 

Portland, Me., 13 County Area 

Portland, Ore. 

Providence 

St. Louis 

San Antonio 

San Diego 

San Francisco-Oakland 
Savannah, Ca. 
Scranton-Wilkes Barre 
Seattle 

Seattle-Tacoma 
Tacoma 

Tampa-St. Petersburg (Hillsboro- 

Pinellas County) 
Terre Haute, Ind. (Nov. 19-25) 
Tulsa 

Washington, D. C. 
Waterloo 



This month throughout the U.S., 150,000 homes are 
being interviewed for next month's "U.S. Pulse TV" 




PULSE, Inc., 15 West 46th St., New York 36 
Telephone: Judson 6-3316 

I.N LOS ANGF.LES — 6399 WILSIIIRE BOULEVARD — WEBSTER 1-2412 



NIGHTTIME 



C O M P A 



6:00 
6:15 
6:30 
6:45 
7:00 
7:15 

7:30 
7:45 
8:00 
8:15 
8:30 
8:45 
9:00 
9:15 
9:30 
9:45 
10:00 
10:15 
10:30 
10:45 



ADC 



SUNDAY 

CBS NBC 



Meet The Press 
Telephone Time I'.u \< al' 
: . I Manvlllc 



You Are There Roy Rogers 

i ■ ,j. <;,•!. i ."is 



You A\k L d (or It 



Lassie 



Amateur Hour Pvt Secy, alt 



77th Bengal 
Lancers 

Civ F««I.» 



Circus Boy 

Kt \ i t- A liim 



wks lack Benny Hall of Fame 



Hallmark 



ABC 



MONDAY 

CBS NBC 



D Edwards 

Whitehall 



Kukla, Fran 
& Ollie 

^ord oi HkiiK co-op 

John Daly News 

su<t 



D Edwards 

Whitehall 



_ , Robin Hood 

Bold Journey j„i„ Isll „ * .n lfn 



Nat King Cole 

sust 



ltalsl'in l'urma 



alt Wililroot 



News 

Studc-Packard 



ABC 



TUESDAY 

CBS 



NBC 



D Edwards 

Whitehall 



Kukla, Fran 
& Ollie 

Jordon likng-co. op 



John Daly News 

sust 

Cheyenne 

Gen Bleetrlc 
(alt ttks 
7:30-8:30) 



D Edwards 
Whitehall 



Kukl 
6 

Gordon 



Jonathan Winters 
Name That Tunc Lewis-Howe 
Whitehall alt alt Vlcks 

Kellogg 



News 

Sperry-Rand 



R 



AC 



|ohn 



Disnb 

A: fft- 

Ara M 

Deri V l 

(7:::C 



Ed Sullivan 
Amateur Hour 1 inii.in Men .> 



Press Conference Ed Sullivan 
i . 1' -i 



Steve Allen 

-Ii- ^i iis l>i >s\n 
,V \\ 1 1 liainMHi. 



Danny Thomas Burns & Allen 

Ami' ur alt t'arnatlf n alt 

Kiniborly Clark (Jen Mills 



Sir Lancelot 

Anier Home alt 
Lever Rros 
(3 wks In 4) 



Voice of Talent Scouts Stanley 

Firestone Lipton Amor Tob alt 

Ftrestr.no alt Toiii Toni (3 wks In 4) 



Conflict 

Ohescbrough- 
Ponds 
(alt wks 
7:30-8:30) 

Wyatt Earp 

Gen Mills 
alt I\VG 



Phil Silvers 

Amana alt 
It. J. Reynolds 



Brothers 

P&G alt 
Sheaft'er 



Big Surprise 

Purcx alt 
Speidcl 



Noah's Ark 

LAM alt 
Mas Factor 



Disn 



Nan 

Amer 
US 



Omnibus 

X i ii 

i n ( .i I. 
I 



Omnibus 



C. E Theatre 

i..'. i;i, i-tri,- 



Tv Playhouse 

Goodyear ah 
,\ Iroa 
• Id. 3 wks In ' 



Hitchcock Chevy Hour 

Theatre Qu-mhIci 

It. Myers <;i 10, Ii wks in 4) 



Bishop Sheen 



Welk Top Tunes 
New Talent 

J)odKc Plyintmtli 

(9:30 10 30) 



I Love Lucy 

tm: ait 

Gen Foods 



Dec Bride 

GCll l'*OOl|* 



Can Do 

ltevlon 

Prod sliowcase 
(S 3:30 I wk/1) 
Itt'A Whirlpl Ilnck 



Broken Arrow 

Gen Electric 



Herb Shrincr 

I'liarmaceut icals 

Victor Borge 

Shulton (9 10) 
12 II only 



|anc Wyman 



Robt Montgomery 

S. C. .lohnson 
alt Kehlck 
(9:30 10:30) 



Cavalcade 
Theatre 

puPont 



Red Skelton 

Pet Milt alt 
S C. Johnson 



Circle Theatre 

Armstrong 
(alt wks 
9:30-10:30) 



Ford 



Omnibus 



$64,000 
Challenge 

Ii. i I hi al 
P Inrlllard 



Lorctta Young 
I'M'. 

Hall of Fame 

Ha hnark 
.(3 1U.30 



Welk Top Tunes 



What's My Line Natl. Bowling 
Slu rry Hand Champs 
.1 i II tllltis While mil 



Studio One 

Westinchifiise 
(10 11) 



Studio One 



Robt Montgomery 



It's Polka Time 

sust 



$64,000 
Question 

Revlon 



Do You Trust 
Your Wife 
UM alt 
Fi lgtdalre 



Kaiser Alum Hr 

Kaiser Alum 

(alt wks 
9:30-10:30) 



Break the Bank 

Lanolin Plus 



"abst al 
(10 i 




DAYTIME 



Good Morning 

(7 S) 
partlc 



Today 

(79) 
partlc 



Cood Morning Today 



Capt Kangaroo 

<s 0) Today 
parlle 



Capt Kangaroo Today 



Cood Morning 

(7 S) 
partlc 



Cood Morning 



Capt Kangaroo 

(S-9) 
pnrtlc 



Capt Kangaroo 



Today 

(79) 
partlc 



Today 



Today 



Today 
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24 NOV. - 21 DEC 



DNESDAY 


THURSDAY 




FRIDAY 




SATURDAY 


:bs 


NBC 


ABC 


CBS 


NBC 


A RP 




PI D w 


ABC 


CBS 


NBC 






















Meet the 


dwards 
just 






D Edwards 

Whitehall 






D Edwards 

sust 








Champions 

Ha) uk 


t service 




Kukla, Fran 
& Ollie No net service 

Gordon Bkng co-op 





Kukla, Fran 
& Ollie 

Cordon Bkng co-op 


No net service 






Beat the Clock 

ii IHshop 


No net service 


dwjrds 

an 




John Daly News 

sust 


D Edwards 

Whitehall 




John Daly News 
Miles 


D Edwards 

sust 








t Step 
Mill) 


Eddie Fisher 

Coca-Cola alt 
Planters 


Lone Ranger 

Gen Mills alt 


Sgt. Preston 

Uuakcr Oats 


Dinah Shore 

Chevrolet 
News 
Miles 


Rin Tin Tin 

Xablsco 


My Friend Flicka 

Colgato 


Eddie Fisher 

CWa-Cola alt 
Planters 


Famous Film 
Festival 


Bucanccrs 

Syivania 


People Are 
Funny 

Tonl alt 
R. J. Reynolds 


News 
Time alt Miles 


Swift 


News 

sust 


parties 
(7:30-9) 


Codtrey 
nl ilt 

>i- Myers 


Hiram Holliday 

Gen Foods 


Circus Time 

Amer Metals. 
Remco, Hartz 
Mln (8-9) 


Bob Cummings 

Colgate ait 
It J. Reynolds 


You Bet Yr Life 

DeSoto 


Jim Bowie 

Amer Chiclo ait 
Chesebrough- 
Ponds 


1 

West Point 

Gen Foods 


Life of Riley 
Gulf Oil 


Film Festival 


Jackie Cleason 

Huiova 
P. ]y>rlilard 

(8-9) 


Perry Como 

(S-9) 
SMI Stamps 
Kiruberiy- Clark 


r (contd) 

Hose 

Ifbury 


Father Knows 
Best 

Scott Taper 


Circus Time 


Climax 

Chrysler 
(8:30 9:30) 
3 uks in 4 


Dragnet 

h&il alt Schick 


Crossroads 

(Chevrolet 


Zane Crcy 


Walter Winchell 

Tonl ait 
P Ijoriliard 


Film Festival 


Jackie Cleason 


RCA. Gold Seal 
Noxzema 
Sunbeam 




onaire 
leate 

■ 


Kraft Theatre 

Kraft (9-10) 


Wire Service 
It. J. Reynolds 
% sust (9 10) 


Shower of Stars 

(8:30-9:30) 
(1 wk in 4) 


People's Choice 

Rorden alt P*G 


Treasure Hunt 

Mogeii David 


Crusader 

Colgate alt 
H. J. Reynolds 


On Trial 

Campbell ait 
Lever Bros 
(3 wks In !) 


Lawrence Wdk 

Dodge 
(9-10) 


Cale Storm 

NesllO 


Caesar's Hr 

(9 10) 
Carter. Babbitt 
Quaker Oats 
Knoinark 


A Secret 
Reynolds 


Kraft Theatre 


Wire Service 


Playhouse 90 

Singer alt 
Bristol-Myers 


Ford Show 

Ford 


The Vise 

Sterling Drug 


Playhouse of 
Stars 

Schlltz 


Big Story 

Vicks alt Amer 
Tob (3 wks In 4 

Chevy Show 

(0-10 «4) 


Lawrence Welk 


Hey Jeannie 

IWG 


Spectacular 

lti'A Whirlpool 
Olds (9-10 50 
1 wk in 4) 


iteel Hr 

Sleel 
| 10-11) 


This Is 
Your Life 

}'&C, 


Ozark Jubilee 

Amer Chlcle- 
alt sust 


Playhouse 90 Lux Theatre 
(contd) ^e,. nros 
Itonson alt (10-11) 
sust 

1 


Ray Anthony 

Plymouth 
(10-11) 


Line-Up 

V&O alt Brown 
& Williamson 


Cavalcade of 
Sports 

Gillette 

(10 cond) 


Masquerade 
Party 

Emerson Drug 
alt Lenthcric 


Cunsmokc 

I.&G alt 
Sperry Rand 


Ceo Cobel 

Armour alt 
Pet Milk 
(3 wks In 4) 


nt-Fox Hr 

L'lectric 
i 10-11) 


Twenty-One 

Pharmaceuticals 




Ozark Jubilee 
(contd) 

co-op 


Playhouse 90 
(contd) 

Ronson alt 
stist 


Jazz Age 

(10-11 12/6) 
No Amer Philips 


Ray Anthony 


Person to Person 

Amer Oil & liamm 
alt Time. Inc. 


Red Barber 

St Farm Ins 




High Finance 

Menncn 


Hit Parade 

Amer Vub 
alt lludnut 



1 

wning 

) 
c 


Today 

(7-9) 
partlc 




I 

Cood Morning Today 

(7-8) (7-9) 
partic partlc 

1 




Cood Morning 

(7-8) 
partie 


Today 

(7-9) 
pailic_ 




1 


irning 


Today 




Cood Morning Today 




1 

Cood Morning 


Today 


igaroo 

) 
c 


Today 




Capt Kangaroo 

(8-9) 
partlc 


Today 




Capt Kangaroo 
Today 

(8-9) 
partlc 


Today 


' 




igaroo 


Today 




Capt Kangaroo 


Today 




Capt Kangaroo 


Today 

















I 


i 


















i 


Capt Kangaroo 

(9:30 11) 
partic 
Ludcns 



I 



DAYTIME 



C O 




P A 



ABC 



SUNDAY 

CBS NBC 



ABC 



MONDAY 

CBS 



NBC 



ABC 



TUESDAY 

CBS 



NBC 



10:00 
10:15 
10:30 
10:45 

1 1 :00 

11:15 

11:30 
1 1 :45 

12N 
12:15 
12:30 
12:45 

1:00 

1:15 

1 :30 

1:45 

2:00 

2:15 

2:30 

2:45 

3:00 

3:15 

3:30 

3:45 

4:00 

4:15 

4:30 

4:45 

5:00 

5:15 

5:30 

5:45 



Lamp Unto My 
Feet 



Look Lip Cr Live 



Carry Moore 

Campbell Soup 

Bristol-Myers 
all Lever Bros 



Arthur Codfrcy 

(Sen Foods 

Stiiml Brands 



Ding Dong 
School 



Price Is Right 

sust 



U.N. in Action 



Camera Three 

su-t 



Bristol-Myers 
Bristol-Myers 



Home 

partlc 
(11-12) 



Strike It Rich 

Colgato 



Let's Take Trip 

sust 



Wild Bill Hickok 

Kill.^-k- 



Valiant Lady 

Stand Brands 

Love of Life 

Amer Home Prod 

Search Tor 
Tomorrow 

PAG 

Cuiding Light 

YkV, 



Carry Moore 

sust 



Best Foods 



Ding Dong 
School 



Arthur Codfrcy 

Scot l Paper 

Norwich 



Price is Right 

sust 



Kellogg 
Pillsbury 



Home 



Strike It Rich 

Colgate 



Home 

panic 
(11-12) 



Home 



Tic Tac Dough 

sust 



It Could Be You 

sust 



Valiant Lady 

Wesson Oil 



Amer Home Prod 



Love of Life 

Amer Home l*rod 

Search for 
Tomorrow 



Tic Tac Dough 

Sweets Co alt 
sust 



Heckle & Jeckle 

Sweets Co, alt 
VI st 



Frontiers of 
Face the Nation Faith 

su^t sust 



News 
(1-1 :10) 
sust 



Stand Up & 
Counted 

.sust 



Bt 



As the World 
Turns 



No net service 



No net service 



Cuiding Light 



Tt Could Be^Yo 

sust 

Alberto Culver 
Lelin .<c Kink 



News 
(1-1:10) 

sust 



i No net service 



Stand Up & Be 
Counted 

siuU 



As the World 
Turns 

su&t 



No net service 



Pro Football No nct scrv j ce 

M»r*ii.«orwl by — _ _ — 

region, NBC °P cra 

1:30) (2 1. 12/10 only) 



Pro Football 



Our Miss Brooks 

sust 



Art Linkletter 

Be\ er Bros 



No net service 



Tcnn Ernie 
JWC, 



Our Miss Brooks 

Best Foods 



Campbell Soup 



Swift alt Brown 
.V Williamson 



Art Linkletter 

Kellogg 



No net service 



Tenn Ernie 

P\G 



rillsbury 



Stand Brands 



Johns Hopkins 
File 7 

i t 



Pro Football 



Pro Football 



Outlook 

sust 



Zoo Parade 

Mutual of 
Oinuhn 
alt sust 



Afternoon Film 
Festival 

(3--1 :3") 
partlc 



Afternoon Film 
Festival 



Big Payoff 

Colgate 



Bob Crosby 

sust 

ltroun \- Winsim 
alt Mcntholatuni 



Matinee 

(3-D 
partlc 



Matinee 



Afternoon Film 
Festival 

(3--1 :30) 
panic 



Afternoon Film 
Festival 



Big Payoff 

sust 



Bob Crosby 
Carnation alt 
Wesson Oil 
>xls 



Matinee 

(3-1) 
partic 



Aftci«r 
Fti 



Matinee 



Afre'of ' 
Urn 



Best 



Colli rc Press Wide Wide Worlt 

Conference Pro Football <«li "lis 1 ■' -to) 

i t (!en Motors 



No nct service Wash Square 
'.1cdic.il Horizons News " k 1 

C ,a sl] , lli ieiie Curtis 



Afternoon Film 
Festival 



No nel service 



Brighter Day 

P&C, 



Queen for a Dai 

Amer Home Prod 



Secret Storm Tom nit Brown 
Amer Home Prod ft Williamson 



Edge of Night 

J'JtG 



P.VC, 

Modern Romance 

sust 



Afternoon Film 
Festival 



No net service 



Brighter Day 

P.\C. 



Secret Storm 

Amer Home Prod 



Edge of Night 



Queen for a Day 

Sandura alt 
Chick of Sea 
l>-hn Jt Fink 

alt Sunkist 

v&a 



AfteiKm 
tn 



Modern Romance 
Culver alt 

Sweets Co 



Dcin Pike 
■ t 



Oul of Darkness 

' II.- Mil 

Sec 11 Now 

■ .11 

M.im.i 

' i • i' 

Boms Borne 

i 

l'l' 



Topper 

wk 1 r < ll'l) 
Ml t 



C.ipl Callant 

Jlelnx 



Mickey Mouse 
Club 

( . op 
sust 

Corn Cola 

Mile nit 
M Inn M tiling 



Comedy Time 

sust 



Mickey Mouse 
Club 

co-op 

sust 



Armour 
Carnation 



Comedy Time 

sust 



t i 



M*l I 
( l 



HOW TO USE 
SPONSOR'S NEW 
COM PARAGRAPH 



The network schedule on tliis and the preceding two pages 
includes re»nlarl\ scheduled programing on the air between 
21 \o\emher and 21 December I with possible exception of 
changes made I>\ the networks after presstinuO . Irregularly 
scheduled programs to appear during this period arc listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are as follows: Tonight, NBC, 11:30-12:30 
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24 NOV. - 21 DEC. 



NESDAY 

NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY. 

CBS NBC 



SATURDAY 

ABC CBS NBC 



Ding Dong 
School 

SUSt 



Price Is Right 

SUSt 



Carry Moore 

SUSt 



Arthur Codtrey 

Gen Foods 



Ding Dong 
School 

Miles 

SUSt 



Price 



Is Right 

SUSt 



Anier Home Prod 



Carry Moore 

Swift 

Lever Bros 



CUSlIytron 

SUSt 



Ding Dong 
School 

Campbell Soup 

SUSt 



Price Is Right 

SUSt 



Capt Kangaroo 

Ideal Toy 

Brown Shoe 



Mighty Mouse 

Gon Foods alt 
Colgate 



Howdy Doody 

Continental 
Baking alt 
Sweats Co 



I Married Joan 

SUSt 



Home 
partlc 
(11-12) 



Kellogg 
l'lllsbury 



Home 

partlc 
(11-12) 



Yard ley 
Staley alt SOS 



Home 
panic 
(11-12) 



Winky Dink 

SUSt 



Fury 

Gen Fo* -Is 
all Borden 



Home 



Strike It Rich 

Colgate 



Home 



Strike It Rich 

Colgate 



Home 



Texas Rangers 

Gen Mills 
alt 

Sweets Co 



Cowboy Theatre 

Sweets Co 



Tic Tac Dough 

SUSt 



Valiant Lady 

Tonl 

Love of Life 

Amer Home Prod 



It Could Be You 

SUSt 



Search "far 
Tomorrow 

r&o 



Brown & Wmson 
t alt sust 



Tic Tac Dough 

sust 



fl't CoultTBe You 

Gen Foods alt 
sust 



Valiant Lady 

Gen Mills 



Love of Lite 

Amer Ilome Prod 



Cuiding Light 

r&G 



Welch, Brlllo 



-Search for 
Tomorrow 

P&G 

Cuiding Light 

r&O 



Tic Tac Dough 

sust 



Mentholatum 



Big Top 

National Dairy 
(12-1) 



It Could Be You 

sust 



Brlllo, Pharmaco 



New. 
(1-1:10) 
sust 



Big Top 



No net* 'service 
Be a Famous 
Figure 

Warner Lingerie 
(12. 12, S only) 

ToTJTtlTn — 

Preview 

Allstate 
(last 12 '<) 

"NCAA Football 

(1:15-5:15) 



)) 








No 


net s 


& Be 






id 






/orld 






1 


No 


net s 



News 
(1-1:10) 
sust 



No net service 



Stand Up & Be 
Counted 

sust 



Stand Up & Be 
Counted 

SUSt 



As the World 
Turns 

sust 



No net service 



As the World 
Turns 

P&G 



No net service 



No net service 



Lone Ranger 

Gen Mills 
alt Xestlo 



No net service 



Bristol-Myers 
U.S. Rubber 
Sunbeam 
Zenith 



No net service 



Tenn Ernie 

P&G 



Swift alt 
Brown & Wmson 



Our Miss Brooks 
sust 



Art Linkletter 

Kellogg 

Pillsbury 



No net service 



Tenn Ernie 

r&G 



Our Miss Brooks 
sust 



Art Linkletter 

Lorer Bros 



No net service 



Miles 



Eye on N.Y. 

(sU 12/S) 
sust 



Football 
Roundup 

(2-5 til 12/1) 
(2:30-5:30 12/S) 
sust 



Football 



Football 



Matinee 
(3-4) 
partlc 



Afternoon Film 
Festival 

(3-4:30) 
partlc 



Matinee 



Afternoon Film 
Festival 



Big Payoff 

sust 



Matinee 

(3-4) 
partlc 



Afternoon Film 
Festival 

(3-4:30) 
partlc 



Big Payoff 

Colgate 



Matinee 

(3-1) 
partlc 



Football 
Roundup 



Bob Crosby 
Tonl 

r&G 



Matinee 



Afternoon Film 
Festival 



Bob Crosby 

SOS alt Swift 



Matinee 



Gen Mills 



Basketball 

(3 .")) 
Carter I*rod 
3 parts sust 
(sts 12/15) 



Football 
Roundup 



Basketball 
Football 



Queen for a Day 

Borden 

Mermen 
Com rrod 



Afternoon Film 
Festival 



Brighter Day 

P&O 

Secret Storm 

Amer Homo Prod 



Queen for a Day 
Reddl-Wlp alt 
Gen Foods 



Afternoon Film 
Festival 



Miles 



P&G 



Modern Romances 
Sterling Drug 



No net service 



Edge of Night 

P&G 



P&G 



Modern Romance 

sust 



No net service 



Brighter Day 

P&G 

Secret Storm 

Amer Home Prod 



Edge of Night 

P&O 



Queen for a Da) 

Borden 

Dow, Corn Prod 



P&G 



Football 
Roundup 



Basketball 
Football 



Modern Romance 
Sterling Drug 



Football 
Roundup 



Basketball 
Football 



Eye on N.Y. 

(last 12/1) 
sust 

Football 
Roundup 

(12/S) 



fODlbjII 



Comedy Time 

sust 



Mickey Mouse 
Club 

co-op 



Pillsbury alt 
Am-Par 



Bristol -Mye rs 
Bristol-Myers 



Comedy Time 

sust 



Welrh alt sust 



Mickey Mouse 
Club 

co-op 

sust 



Gen Mills 
Gen Mills 



Comedy Time 

sust 

Pharmaco alt 
sust 



Football 
Scoreboard 

Dow 
(last 12/S) 



Mr. Wizard 

sust 



p.m., Monday -Friday, participating sponsorship: Sunday 
News Special, CBS, Sunday. 11-11:15 p.m., sponsored by 
Pharmaceuticals Inc. 

All times are Eastern Standard. Participating sponsors 
are not listed because in many cases they fluctuate. 

Sponsors, co-sponsors and alternate-week sponsors are 
shown along with the names of programs. This is a change 



from the previous Comparagraph (printed in acIIow and 
black) which included costs, name of agencv . place of 
origination. This data now appears as part of an alpha- 
betical listing of all network h programs starting next page. 

The format of Comparagraph was changed in order to 
make it easier to use the wealth of cost and other data pre- 
sented. SPONSOR will welcome reactions from readers. 



i 



4. ALPHABETICAL PROGRAM! INDEX 



onsored Nighttime Network Programs 6-11 p.m. 



a a. m 


LSS : . 


COST 
■J 


NET 


TYPE 


TIME. ORIG. 


SPONSORS AND AGENCIES 




21 6 


S 63,000 


NBC 


Var (L) 


Su 8-9pm, NY 


Brown & Williamson, Bates; Jergens, Orr; Polariod (last 














12 9), DDB 


\ 


7 8 


23,000 


ABC 


Var (L) 


Su 7:30-8:30pm, NY 


Pharmaceuticals, Kletter 


i; 




17,000 


ABC 


Music (L) 


F 10-1 Ipm 


Plymouth, Grant 


i. 




3,000 


NBC 


Sport (L) 


F 10:45-1 Ipm, NY 


State Farm Ins, N LB 


i 


14 3 


18,000 


CBS 


Quiz (L) 


Sa 7-7:30pm, NY 


Hazel Bishop, Spector 


j 




65,000 


CBS 


Comedy (F) 


alt Su 7:30-8pm 


Amer Tobacco, BBDO 




;9 2 


33,000 


NBC 


Drama (L&F) 


F 9:30-IOpm, NYr 


Amer Tobacco, SSCB; Vicks, BBDO 


i ■» 


33,000 


NBC 


Quiz (L) 


Tu 8-8:30pm, NY 


Purex, W&G; Speidel, NCK 


i:. J.< ■ 


6 4 


8,000 


ABC 


Adv (F) 


M 7:30-8pm 


Ralston Purina, GBB 


J, it, ■ 


!3 1 


32,000 


ABC 


Adv (F) 


F 8-8:30pm 


Amer Chicle, Bates; Chesebrough-Ponds, Mc-E 


• i . . \ i i r 


16 8 


31 ,000 


NBC 


Quiz (L) 


1 u 1 0:30- 1 1 pm, NY 


Lanolin Plus, Seeds 


1 ; i . . k . i \ 1 1 • « 


31 ,000 


ABC 


Adv (F) 


fu 9-9:30pm 


Gen Elect, Y&R 


II 11 >!..:■ 




39,000 


CBS 


Si* Com (F) 


Tu 8:30-9pm 


P&G, Burnett; Shaeffer, Seeds 


11 




24,000 


CBS 


Adv (F) 


Sa 7:30-8pm 


Sylvania, JWT 


i: i n- K \ >i « 


) 9 7 


33,000 


CBS 


Sit Com (F) 


M 8-8:30pm 


Carnation, Wasey; Gen Mills, BBDO 


1 H -.11 '- 1 1' 


23 1 


1 1 4,000 


NBC 


Var (L) 


Sa 9-IOpm, NYf 


Babbitt, DFS; Knomark, Mogul; Quaker Oats, NLB: Wesson 












k A ft ft -l r\ k 1 \Z4* 

M 9-9:30, NYT 


Oil, Fitzgerald; Carter Prod, SSCB 


( 1 h. 




23,000 


NBC 


Quiz (L) 


Revlon, La Roche 


< ,n il ,nk "1 -|"'fl - 


1 8 8 


35,000 


NBC 


Sport (L) 


F 1 Opm-concl, Var 


Gillette, Maxon 


( li, %, i ii, 


— 


90,000 


ABC 


Adv (F) 


.Ii T.. "7. Or* o.in.-, 

alt lu /.JU-o.JUpm 


Gen Elect, Y&R, BBDO & Grey 


( in \r II' air.- 


21 8 


40,000 


NBC 


Drama (L) 


alt Tu 9:30-10:30 


Armstrong Cork, BBDO 












pm, NY 


( ir, ;i- lt.i\ 


1 2.9 


34,000 


NBC 


Adv (F) 


Su 7:30-8pm 


Reynolds Alum, Clinton E. Frank 


( h ax 


29 3 


55,000 


CBS 


Drama (L) 


TL Q . ^ A o.?rt A « |_J v 

1 h 8:3U-7:3Upm, Ml 


Chrysler, Mc-E 


' I'i rr\ < xiik, 


24 1 


1 08,000 


NBC 


Var (L) 


Sa 8-9pm, NY 


Gold Seal, North; Kleenex, FCB; Noxzema, SSCB; RCA, 












alt lu 7:30-o:30pm 


K&E; S&H Stamps, SSCB; Sunbeam, Perrin-Paus 


( mil i. 1 


— 


90,000 


ABC 


Drama (F) 


Chesebrough-Ponds, JWT & Mc-E 


< ,rn>-*ri>.i(l- 


10 4 


J 1 ,000 


ABC 


Drama (F) 


r D.JU-Ypfll 


Chevrolet, Camp-Ewald 


( .ru-.i<l(T 


20.2 


33,000 


CBS 


Adv (F) 


F 9-9:30pm 


Colgate, Esty R. J. Reynolds, Esty 


Itlll) < II llllil U >lnUN 


18.8 


36,000 


CBS 


Sit Com (F) 


Th 8-8:30pm 


Colgate, Esty; R. J. Reynolds, Esty 


Jul ii Dal v New < 


4.7 


6,000' ■ 


ABC 


News (L) 


M-F 7: 1 5-7:30 NY 


Miles, Wade; 3 segs available 


1 fri'i'llllnT Itrilli' 


25.4 


28,000 


CBS 


Sit Com (F) 


M 9:30-l0pm 


Gen Foods, B&B 


1 ) i~m \ IjikI 


24 4 


75,000 


ABC 


Misc (F) 


W 7:30-8:30 pm 


Amer. Motors, BFSD & Geyer; Amer Dairy, Camp-Mithun; 










Quiz (F) 




Derby, Mc-E 


|).. i on Tru-I \\ id- 


18.3 


35,000 


CBS 


Tu 10:30-1 1 pm 


Frigidaire, Kudner; L&M, DFS 


1 )r.ltlllit 


24 8 


37,000 


NBC 


Mys (F) 


Th 8:30-9pm 


L&M, Mc-E; Schick, W&L 


1 till', ill Tli'-aire 


7.6 


J / ,UUU 


A BC 


urama irl 


Til OOfl 1 flnm 

i u 7.JU- 1 upm 


DuPont, BBDO 


\\ \ at 1 I'arji 


— 


30,000 


ABC 


Adv (F) 


Tu 8:30-9pm 


Gen Mills, DFS; P&G, Compton 


II,, i- I-' luar.l \. w- 


7 1 


9,500 f 


CBS 


News (L&F) 


M-F 7:15-7:30 & 


Whitehall, Bates; 2 segs open 












6:45-7pm, NY 


1 • T 1 • • r kn ,u - It. -I 


19.3 


38,000 


NBC 


bit Com (F) 


W 8:30-9pm 


Scott Paper, JWT 


1 Ml- Ii-Iiii 


7.7 


20,000 


NBC 


Music (L) 


W&F 7:30-7:45 HY 


Coca Cola, Mc-E; Planters, Goodkind, Joice & Morgan 










Var (L) 




(ev 4th show alt W&F) 


1 , r< Him* 


1 4.9 


33,000 


NBC 


TL Ci OA 1 ft l_J V 

In 9:30-l0pm, HY 


Ford, JWT 


1 . r. 1 I). Hi, 


1 2.8 


JO,UUU 


ABC 


urama ^ r ) 


\A/ o.in m nM 
w y:JU-IUpm 


Ford, JWT 


'..1 1 Im itn- 


28 9 


45,000 


CBS 


Drama (L&F) 


Su 8-9:30, HY&NY 


Gen Elect, BBDO 


f.l.ii i "Me|i 


— 


23,000 


CBS 


Quiz (L) 


W 7:30-8pm, NY 


Gen Mills, BBDO 


1 j. 1 1. U..I-, ,i 


30.5 


1 02,500 


CBS 


Var (L) 


Sa 8-9pm, NY 


Bulova, Mc-E; P. Lorillard, L&N 




24.2 


ft ft f\ f\ f\ 

28,000 


CBS 


Var (L) 


M 8:30-9pm, NY 


Lipton, Y&R; Toni, North 


* \ i Ii ui ( ., , 1 1' f • v 1 inn- 


1 9.4 


38,000 


CBS 


Var (L) 


W 8-9pm, NY 


Bristol-Myers, Y&R; Kellogg, Burnett; Pillsbury, Burnett; 














Toni, North 


(..,., t,,,|„.| 


25 8 


45,000 


NBC 


Comedy (L) 


Sa IO-IO:30pm,HYt 


Armour, FCB; Pet Milk, Gardener 


(. . : ,.L,. 




38,000 


CBS 


Adv (F) 


^ i ft i ft ^ ft 

Sa I0-I0:30pmi 


L&M, Mc-E; Sperry Rand (Iwk in 4), Y&R 


II- S .1 ' I III* 


1 4 4 


41 ,000 


CBS 


Sit Com (F) 


Sa 9:30-l0pmt 


P&G, Compton 


III I I ,111, • 


1 1 8 


32,000 


CBS 


Quiz (L) 


Sa 10:30-1 Ipm, NYf 


Mennen, Mc-E; Chemstrand (12 8 only), DDB 


III! ." k l'|, Ml- 


30 1 


34,000 


CBS 


Mys (F) 


Su 9:30-l0pm 


Bristol-Myers, Y&R 


II 1 II, .11 1 . 


1 0 0 


42,000 


NBC 


Adv (F) 


W 8-8:30pm 


Gen Foods, Y&R 


: II-,.. 1 


1 8 6 


28,000 


CBS 


Adv (F) 


M 7:30-8pm 


Johnson & Johnson, Y&R; Wildroot, BBDO 


1 1 ,m 1 , \ 


38.7 


39,000 


CBS 


Sit Com (F) 


M 9-9:30pm 


Gen Foods, Y&R; P&G, Grey 


1 t. 1 i , i, I 


22 7 


24,000 


CBS 


Quiz (L) 


W 9:30-1 Opm 


R. J. Reynolds, Esty 


K - \ 1 1 , , , 




58,000 


NBC 


Drama (L) 


alt Tu 9:30-10:30 


Kaiser Alum, Y&R 












pm, NY & HY 




► 'I. 


23 6 


34,000 


NBC 


Drama (L) 


W 9-IOpm, NY 


Kraft, JWT 


► HI,, 


4 7 




ABC 


Juv (L) 


M-F 7-7:l5pm, Chi 


Gordon Bkng, Ayer; & co-op 


1 


23 0 


34,000 


CBS 


Adv (L) 


Su 7-7:30pm 


Campbell Soup, BBDO 




24 2 


32,000 


NBC 


Sit Com (F) 


F 8-8:30pm 


Gulf Oil, Y&R 




22 0 


3 1 ,000 


CBS 


Mys (F) 


F I0-I0:30pm 


Brown & Wm'son, Bates; P&G, Y&R 




) 4 5 


24,000 


ABC 


Adv (F) 


Th 7:30-8pm 


Gen Mills, DFS; Swift, Mc-E 




•> 8 


43,000 


NBC 


Drama (L) 


Th 10-1 Ipm, HY 


Lever Bros, JWT 






22,000 


ABC 


Quii (L) 


Sa I0-I0:30pm, NY 


Emerson Drug, L&N; Lentheric, Grant 




1 3 


7,500 


NBC 


Int (L) 


Su 6-6:30pm, NY 


Johns Manville, JWT: Pan Am, JWT 






32,000 


CBS 


Drama (F) 


W 9-9:30pm 


Colgate, Bates 




52,000 


N[",C 


Drama (L) 


M 9:30-10:30, NY 


S. C. Johnson, NLB; Schick, W&L 






37.000 


CBS 


Adv (F) 


F 7:30-8 


Colgate, L&N 

_. 



Li.l. rii,.". nut in, 'In, lt> MiM;,inini_', imrliriiiiitiiii; or coop proRrnins — sco chart. Costs 
1 " .i ' " ( mil ml,- IV, .ik",'nr\ i-iiinTiiissiiin ) . Tlirv do not include coiuiiuiivinls or limo charges. 
■ im ■ i'it ii' , vi r p, riii, I I 2 17 Hit. I'lcur™ represent flvprjigc ratine per show for tho weok. 



DDOi^ D A KA TTI TPIII 
r rt Uw r\ A\ rvj I llli w u 


COST 


N ET 


TYPE 


T 1 M E . OR IG . 


SPONSORS AND AGENCIES 


Nanu' that Tune 


1 5.4 


23,000 


CBS 


Quiz (L) 


Tu 7:30-8pm, NY 


Kellogg, Burnett; Whitehall, Bates 






Natl Rowling Champ* 


9.5 


12,000 


NBC 


Sport (L) 


Su 10:30- 1 Ipm, Chi 


White "Owl, Y&R 






Xa \ y 1 ..og 


1 1 .9 


32,000 


ABC 


Drama (F) 


W 8:30-9pm 


Amer Tobacco, SSCB; U.S. Rubber, F. D. Richards 




MIC News 


8.7 


9,500 i-f 


NBC 


News (L) 


M-F 7:45-8pm, NY 


Miles Wade; Sperry-Rand, Y&R; Stjdebaker-Packard. 


B&8; 












& Wash 


Time-Life, Y&R; 1 seg open 






•Noah's Wk 




38,000 


NBC 


Drama (F) 


Tu 8:30-9pm 


Max Factor, DDB; L&M, Mc-E 






Oninihus 


8.9 




ABC 


M!cr 1 1 API 

ivl ISC | Lar| 


c, o inon Kn . kiv 
ou 7-iu:Jupm, INT 


Aluminum, JWT; Union Carbide & Carbon, J 


M. Ma 


thes; 


On Trial 




38,000 


NBC 


Drama (F) 


F 9-9:30pmv 


'/2 open 

Campbell Soup, BBDO; Lever Bros, BBDO 






Ozark Jubilee 


6.8 


18,000 


ABC 


Var (L) 


Th 10-llpm, 


Amer Chicle, Bates (alt wks 10-10:30); co-op 


10:30-1 


1 










Sit Com (F) 


Sprngfld, Mo 








Ozzie & Harriet 


17.6 


36,000 


ABC 


W 9-9:30pm 


Eastman Kodak, JWT 






People Are Funny 


14.1 


24,000 


NBC 


Misc (F) 


Sa 7:30-8pm 


R. J. Reynolds, Esty; Toni, North 






People's Choice 




34,000 


NBC 


Sit Com (F) 


Th 9-9:30pm 


8orden, Y&R; P&G, Y&R 






Person to Person 


20.6 


34,000 


CBS 


In* (L) 


F 10:30-1 1 pm, NY 


Amer Oil, J. Katz; Hamm, Camp-Mithun; Time-Life, 


Y&R 


Playhouse 90 


25.2 


1 17,000 


CBS 


Drama (L&F) 


Th 9:30-1 Ipm, HY 


Bristol-Myers, BBDO; Ronson, NCK: Singer, 


V&R 




Pre— Conference 




8,500 


ABC 


In* (L) 


Su 8:30-9pm, Wash 


Corn Prod, C. L. Miller 






Private Secretary 


20.2 


36,000 


CBS 


Sit Com (F) 


alt Su 7:30-8pm 


Amer Tob, BBDO 






Hin Tin Tin 


1 3.9 


32,000 


ABC 


Adv (F) 


F 7:30-8pm 


Nabisco, K&E 






Hoy Rogers 


9.6 


32,000 


NBC 


Adv (F) 


Su 6:30-7pm 


Gen Foods, B&B 






Herb Shriner Show 


16.8 


45,000 


CBS 


Var (L) 


Tu 9-9:30pm, NY 


EL i • 1 IJ 1 i i 

Pharmaceuticals, Kletter 






77th Bengal Lancers 




41,000 


NBC 


Adv (F) 


Su 7-7:30pm 


Gen Foods, Y&R 






Phil Silvers Show 


25.6 


42,000 


CBS 


Sit Com (F) 


Tu 8-8:30pm 


a Li 1 l i t 1 1 n i n it 

Amana. Maury, Lee, Marshall; R. J. Reynolds 


Esty 




Sir Lancelot 




24,000 


NBC 


Adv (F) 


M 8-8:30pmt 


Amer Home Prod, Bates; Lever 8ros, SSCB 






Sgt. Preston 


12.4 


32,000 


CBS 


Adv (F) 


Th 7:30-8pm 


Quaker Oats, WBT 






* Dinah Shore 


9.0 


22,000 


NBC 


Music (L) 


Th 7:30-7:45, HY 


Chevrolet, Camp-fcwald 






$61,000 Challenge 


24.8 


32,000 


CBS 


Quiz (L) 


Su I0-I0:30pm, NY 


n i *ll t \/ o n n l in i 

P. Lonllard, Y&R; Revlon, LaRoche 






$61,000 Quest in 11 


32.8 


32,000 


CBS 


Quiz (L) 


Tu I0-I0:30pm, NY 


Revlon, BBDO 






Red Skelton 


20.3 


48,000 


CBS 


Comedy (L&F) 


Tu 9:30-l0pm, HY 


C 1 L r- r\ Oil i*ll /— 1 

S. C. Johnson FCB; Pet Milk, Gardner 






Stanley 




41,000 


NBC 


Sit Com (L) 


M 8:30-9pm, NY* 


A T L C C /"* D T • X i 1 1*1 

Amer lobacco, SSCB; Tom, Tatham-Laird 






Cale Storm Show 




39,500 


CBS 


Sit Com (F) 


Sa 9-9:30pm 


k 1 il — D 1 1 i 

Nestle, B. Houston 






Studio One 


19.4 


45,000 


CBS 


Drama (L) 


M 10-1 Ipm, NY 


Westinghouse, Mc-E 






Ed Sullivan Slum 


40.4 


69,000 


CBS 


Var (L) 


Su 8-9pm, NY 


1 *_ Ik, V 0 c 

Lincoln-Mercury, K&E 






Sunday News Special 


1 1.7 


9,500 


CBS 


News (L) 


Su 1 l-l 1:15pm, NY 


rjl _ | t/l i. 

Pharmaceuticals, Kletter 






Telephone Time 


9.6 


31,000 


CBS 


Drama (F) 


Su 6-6:30pm 


Bell, Ayer 






This Is Your Life 


23.8 


52,000 


NBC 


Docum (L) 


W I0-I0:30pm, HY 


P&G, C&B 






Danny Thomas 


12.8 


33,000 


ABC 


Sit Com (F) 


M 8-8:30pm 


Armour, FCB; Kimberly-Clark, FCE 






Treasure Hunt 


14.2 


21,000 


ABC 


Quiz (L) 


F 9-9:30pm, NY 


Mogen David, Weiss & Geller 






•TV Playhouse 


1 8.8 


52,000 


NBC 


Drama (L) 


Su 9-IOpm, NYt 


Alcoa, Fuller, Smith & Rcss; Goodyear, Y&R 






20th Centun Fox 


19.9 


1 10,000 


CBS 


Drama (F) 


alt W 10- 1 Ipm 


Gen Elec, Y&R 






Twenty-One 


12.8 


30,000 


NBC 


Quiz (L) 


W 10:30-1 Ipm, NY 


Pharmaceuticals, Kletter 






U.S. Steel Hour 




58,000 


CBS 


Drama (L) 


alt W 1 0-1 Ipm, NY 


U.S. Steel, BBDO 






The \ ise 


7.8 


19,500 


ABC 


Drama (F) 


F 9:30-l0pm 


Sterling Drug, DFS 






Voice of Firestone 


7.3 


24,000 


ABC 


Music (L) 


M 8:30-9pm, NY 


Firestone, Sweeney & James 






W ednesday Figlit- 


14.3 


45,000 


ABC 


Sport (L) 


W lOpm-concI, Var 


Mennen, Mc-E 






I.awrence Welk 


24.4 


14,500 


ABC 


Music (L) 


Sa 9-IOpm, HY 


Dodge, Grant 






VI elk Top Tune- 


12.4 


16,500 


ABC 


Var (L) 


M 9:30-10:30, NY 


Dodge & Plymouth, Grant 






West Point 


15.9 


40,000 


CBS 


Drama (F) 


F 8-8:30pm 


Gen Foods, B&B 






What'- My Line 


25.9 


28,000 


CBS 


Quiz (L) 


Su 10:30-1 Ipm, NY 


Helene Curtis, Ludgin; Sperry-Rand, Y&R 






•Walter W'inehell 


20.1 


60,000 


NBC 


Var (L) 


F 8:30-9pm, NY 


P. Lorillard, L&N; Toni, North 






Jonathan Winter- 


7.6 


12,500 


NBC 


Comedy (L) 


Tu 7:30-7:45pm,NY 


Lewis-Howe, DFS; Vlcks, BBDO 






W ire Service 


8.6 


77,000 


ABC 


Drama (F) 


Th 9-IOpm 


R. J. Reynolds, Esty; '/2 sust 






Jane Wvman Show 


27.9 


27,000 


NBC 


Drama (F) 


Tu 9-9:30pm 


P&G, Compton 






Yon Are There 


9.9 


37,000 


CBS 


Drama (F) 


Su 6:30-7pm 


Prudential, Calkins & Holden 






You Asked For It 


7.9 


14,000 


ABC 


Misc (F) 


Su 7-7:30pm, HY 


Skippy Peanut Butter, GBB 






Yon Het Your Life 


29.5 


35,000 


NBC 


Quiz (F) 


Th 8-8:30pm 


DeSoto, BBDO 






Loretta Young Show 


22.0 


40,000 


NBC 


Drama (F) 


Su I0-I0:30pm 


P&G, B&B & Compton 






Your Hit Parade 


24.7 


46,000 


NBC 


Music (L) 


Sa 10:30-1 Ipm, NY 


Amer Tobacco, BBDO; Warner Hudnut, K&E 






Zane Grey Theatre 


15.9 




CBS 


H r a m A t F \ 
\j id ma \ i j 


1 O i JV 7 PHI 


Gen Foods, 8&B 







Sponsored Daytime Network Programs 7 a.m. -6 p.m. 



PROGRAM TELEPULSE 


COST 


N ET 


TYPE 


TIME. ORIG. 


SPONSORS AND AGENCIES 


As the World Turn- 


5.4 


$ 3,ooon 


CBS 


Serial (L) 


M-F l:30-2pm, NY 


P&G, B&B (T & Th sust) 


Basketball 




20,000^ 


NBC 


Sport (L) 


Sa 3-5pm 


Var, Carter, SSCB; % open 


Hig Payoff 


7.7 


6,ooon 


CBS 


Quiz (L) 


M-F 3-3:30pm, NY 


Colgate, Esty (T & Th sust) 


Rig Top 


10.9 


16,000 


CBS 


Var (L) 


Sa I2n-lpm, Phila 


Natl Dairy, Ayer 


Brighter Da\ 


5.1 


10,000 wk 


CBS 


Serial (L) 


M-F 4-4: 15pm, NY 


P&G, Y&R 


Capt. Gallant 


8.9 


31,000 


NBC 


Adv (F) 


Su 5:30-6pm 


Heniz, Maxon 


Comedy Time 


6.7 


rerun 


NBC 


Sit Com (F) 


M-F 5-5:30pm 


Pharmco, DCSS; Welch, Rich. K. Manoff; 8 segs open & 
2 alt segs open 


Cow ho) Theatre 


6.5 


2,500ff 


NBC 


Adv (F) 


Sa 12:30-1:30 


Sweets Co, Eisen; 2 segs open; 4 segs open alt wks 


l?ob Crosby 


7.1 


3,150*t 


CBS 


Var (L) 


M-F 3:30-4pm, HY 


Best Foods, DFS; Brown & Wmson, Bates; Gen M.lls, Knox- 












Reeves; Gerber, D'Arcy; Mentholatum, JWT; P&G, Comp- 
ton; SOS, Mc-E; Toni, North; Wesson, Fitzgerald; 1 seg 


Ding Dong Sehool 


6.0 


1,600ft 


NBC 


Juv (L) 


M-F 10-10:30, NY 


Campbell Soup, BBDO; Miles, Wade; 8 ssgs open 


Edge of Night 


5.7 


15,000 wk 


CBS 


Serial (L) 


M-F 4:30-5pm, NY 


P&G, B&B 


Football Scoreboard 




5,000 


NBC 


Sport (L) 


Sa 5:15-5:30, NY 


Dow, MacM-J&A 



"Color show, (I,) Live, (F) Film. t:i weeks in t, tlCost is per sccinont. LKt dues not incHioV sustaining, pnrtiripatin" or coop programs — see clmrl. Covt* 
refer to aveiasto show costs inclu.tinsi talent and production. Thev are gross (include T 5 r ' t agency commission). They do not include commercials or time chnrse- 
**1 week in l. This list cover- period of -4 Nov. thru '2 1 Dec Telcpulse ratings cover period 12 17 Oct. Ficures represent .iveraze ruliinf per show for the week. 



'jDOKS * 1 V 







IN TWO CONSECUTI 






NATIONALLY 



- 




SYNDICATED 
PROGRAM 

PULSE MULTI-MARKET 
SURVEY COVERING 10 
OR MORE MARKETS 



Starring BARRY SULLIVAN 




NATIONALLY 



SYNDICATED 
PROGRAM 

PULSE MULTI-MARKET 
SURVEY COVERING 10 
OR MORE MARKETS 




NATIONALLY 



SYNDICATED 
PROGRAM 

PULSE MULTI-MARKET 
SURVEY COVERING 10 
OR MORE MARKETS 



MOWS RATE 




Sponsored Daytime Network Programs 7 a.m. -6 p.m. 
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1 11 li'i 



*»» l-l *>I«>IM 

-ink, h \i. 
I • \ ■ K.in. i 
I . i I mi. I 1. 1. 1 

I I ... II. 

I ., i 

\\ I Kill II 
/ I'ii 





NET 


TYPE 


TIME. ORIG 




33.000 


N BC 


A J „ | C I 
MOV \ ~ ] 


C, 11.11 -lOflm 
Jd 1 1 * 1 I .JUQiii 




4.1 50 


ce: 


Var (L) 


M-Th 10:30-11:30 










am, NY 


9 0 


10,000 wk 


CBS 


Serial (L) 


M-F I2:45-Ipm, NY 


6 3 


6,000 


CBS 


Juv (F) 


Su l-l:30pm 


7 2 


24,000 


NBC 


Juv (L) 


Sa I0-I0:30am, NY 


"3 Q 
J O 


3,000 


NBC 


Quiz (L) 


M-F I2:30-Ipm, HY 


8 2 


4,000 


CBS 


Var ILl 


M-F 2:30-3pm, HY 


8.7 


10,000 wk 


CBS 


Serial (L) 


M-F 12:15-30, NY 


1 1 3 


1 8,000 


CBS 


Adv (F) 


Sa l-l:30pm 


4.5 


22,000 


ABC 


Documn (L) 


Su 4:30-5pm, Var 


1 5 A 

1 J D 


5,040 to 


ABC 


Juv (F) 


M-F 5-6pm 




6,300 








1 1 3 


20,000 


CBS 


Juv (F) 


Sa 10:30-1 lam 


7 4 


2,700 


NBC 


Serial (L) 


M-F 4:45-5pm, NY 


7 9- 


3,600 


CBS 


Var (L) 


M-Th I0-I0:30am 


n i 








F 10-1 1:30am, NY 


15 S 


1 1 2 Million 


NBC 


j pun \ i- j 


alt Sa 1:15-5:30 


package 






approx, Var 


5 7 


6,000 


NBC 


Sport (L) 


alt Sa 1-1:1 5pm 










approx, NY 


6 9 


rerun 


CBS 


Sit Com ( F) 


M-F 2-2:30pm 


15 6 


2 million 


CBS 


Sport 


Su 2-4:30pm 




package 


NBC 






9.4 


3,000 


Misc (L) 


M-F 4-4:45pm, HY 


9 2 


1 0,000 wk 


CBS 


Serial (L) 


M-F 12:30-45, NY 


4 9 


9,500 wk 


CBS 


Serial (L) 


M-F 4:15-4:30, NY 


8 0 


1 5,000 wk 


CBS 


Misc (L) 


M-F 1 I:30-I2n, NY 


10.1 


18,000 


CBS 


Adv (L) 


Sa 1 I:30-I2n 


5 7 


3,500 


NBC 


Var (L) 


M-F 2:30-3pm, HY 


3.3 


2,500- 


NBC 


Quiz (L) 


M-F I2n-I2:30, NY 


7 8 


10,000 wk 


CBS 


Serial (L) 


M-F 1 2n- 1 2 : 1 5. NY 


7 7 


27,000 


CBS 


Adv (F) 


Su I2:30-Ipm 


5 9 


1 2,500 


NBC 


Misc (F) 


Su 3:30-4pm 



SPONSORS AND AGENCIES 



Gen Foods, B&B; Borden, Y&R 

Amer Home Prod, Bates; Bristol-Myers, Y&R; Gen Foods. 
Y&R; Kellogg. Burnett; Norwich, B&B; Pillsbury, Burnett; 
Scott Paper, JWT; Simoniz, SSCB; Stand Brands, Bates; 

1 seg open 
P&G, Compton 

Sweets, Eisen; altwks open 

Cont Baking, Bates; Sweets Co, Eisen; '/j open altwks 

Amer Home Prod, Geyer; Brillo, JWT; Brown & Wm'son, 
Seeds; Alberto Culver, Wade; Gen Foods, FCB; Lehn 
& Fink, Mc-E; Welch, Rich K. Manoff; 4 sags open 

Campbell Soup, Burnett; Kellogg, Burnett; Lever Bros. 
BBDO; Simoniz; Tat-Laird; Swift, Mc-E; Pillsbury, Burneti 

Amer Home Prod, Bates 

Gen Mills, DFS; Nestle, Mc-E 

Ciba, JWT 

Amer-Paramount, Buchanan; Armour, Tat-Laird; Bristol- 
Myers, DCSS Carnation, Wasey; Coca Cola, McE; Gen 
Mills, Knox Reeves; Mattel, Carson Roberts, Miles, Wade 
Minn Mining, BBDO; Pillsbury, Burnett; SOS, McE; 5 segs 
co-op; 3 segs open 

Gen Foods, Y&R; Colgate, Bates 

Alberto Culver, Wade; Sterling, DFS; Sweets Co, Eisen 

2 segs open 

Best Foods, Ludgin; Bristol-Myers, DCSS; Campbell, Bur- 
nett; CBS-Hytron, Bennett & Northrop; Gen Motors, 
Kudner; Lever Bros; JWT; SOS, Mc-E; Staley, R&R, 
Swift, Mc-E; Toni, North Yardley, Ayer; 3 segs & I alt 
seg open 

Bristol-Myers, Y&R; Sunbeam, Perrin-Paus; U.S. Rubber, 

F. D. Richards; Zenith, BBDO 
Allstate, Christiansen 

Best Foods, DFS; Gerber, D'arcy; 7 segs open & 3 alt segs 

open 
reg sponsors 

Amer Home Prod, Geyer; Borden, Y&R; Brown & Wm'son, 
Seeds; Chicken of Sea, Wasey; Corn Prod, C. L. Miller; 
Dow, McM-J&A; Gen Foods, FCB; Lehn & Fink, Mc-E; 
Mennen, Mc-E; Miles, Wade; P&G, Compton; Reddi- 
Wip, R&R; Sandura, Hicks & Griest; Sunkist, FCB; Toni, 
North 

P&G, Burnett 

Amer Home Prod, Bates 

Colgate, Esty 

Gen Mills, Tat-Laird; Sweets Co, Eisen 

Brown & Wm'son, Seeds; Miles, Wade; Minute Maid, Bates; 

P&G, B&B; Stand Brands, Bates; Swift, Mc-E 
Mentholatum, JWT; Sweets Co, Eisen; 8 segs open & I alt 

seg open 

Gen Mills, DFS & Knox Reeves; Stand Brands, Bates; Toni, 

North; Wesson, Fitzgerald 
Kellogg, Burnett 

Mutual of Omaha, Bozell & Jacobs; alt wks open 



Specials and Spectaculars Scheduled for 24 Nov. -21 Dec. 



1 d."jr,H»« TELtPULSE 


COST 


NET 


TYPE 


TIME. ORIG 


SPONSORS AND AGENCIES 




once only 


CBi 


Misc (L) 


Su 5-6, NY 


Reynolds Metals, Clinton E. Frank— 12 9 


<:. 1 


once only 


r BC 


Misc (L) 


Sa 1-2, NY 


Warner Lingerie, La Roche — 12 8 


li. • 


once only 


CBS 


Music (L) 


Tu 9-10, NY 


Shulton, Wesley Assoc — 12 II 




145,000 


t BC 


Var (L) 


Su 9-10, HY 


Chevrolet, Camp-Ewald — 12 16 










& Fri 9-10, HY 






200,000 


K BC 


Drama (L) 


Su 9-10:30 & 


Hallmark. FCB— 1 1 25 & 12 16 










Su 7:30-9, NY 






once only 


1 BC 


Docum (F) 


Th 10-llpm 


Nor Amer Philips, La Roche — 12 6 




once only 


t BC 


Docum (F) 


Tu 9:30-10:30 


Smith, Kline & French— 1 1 27 


19 9 


320,000 


K BC 


Drama- (L) 


M 8-9:30, NY 


RCA, K&E; Whirlpool, K&E; John Hancock, Mc-E— 12 10 








Music 








250,000 


NBC 


Drama (L) 


Sa 9-10:30, NY 


RCA, K&E; Whirlpool, K&E; Oldsmobile, Brother— II 24 








Music 








1 25,000 


CBi 


Docum (F) 


Su 5 6pm 


Shulton, Wesley— 12 2 




140,000 


CBi 


Var (L) 


Th 8:30-9:30, HY 


Chrysler, Mc-E— 12 13 




1 25,000 


K R t 


V„ r (L) 


o 1 Su 4-5, NY 


Helen Curtis, Ludgin 


1 


195,000 


NBC 


Miic (L) 


alt Sun 4-5:30, NY 


Gen Motors, Brother & Camp-Ewald 








ii i l 


' ni'l n i lllili* 

.... 1 .■ , IIL.'lllV ■ 


T.iiiiiiij.' ]i:nlii i]»iitiim or co op proijr.-iiiis m-c rliai'l- <'ust s 
iiiimiiM ion I . Tlii'.v do nut incliKic I'dinmcrriiils or tint*' cliiirKi'n. 



|« i i«h| VI IT I i. t 



■ il'ii ii-*. ri-pre*.i'Nl ;iv<TnL r t' nitiDii ]>< r si low for tht* week 



WRR piM KXOL 

DALLAS FT. WORTH 



a great combination in North Texas 



PROUD LY ANNOUNCES 



the appointment of 



AVERY- KNODEL 

INCORPO RATED 



as exclusive national representative 



effective December 1, 1956 



NEW YORK 

720 Fifth Avenue 
JUdson 6-5536 



ATLANTA 

41 Marietta St., N. W. 
Jackson 3-2545 



DALLAS 

320 Fidelity Union Life Bldg. 
Prospect 7-7330 



DETROIT 

1446 National Bank Bldg. 
Woodward 1-9607 



SAN FRANCISCO 

235 Montgomery St. 
Yukon 2-2053 



LOS ANGELES 

3325 Wilshire Blvd. 
Dunkirk 5-6394 



CHICAGO 

75 E. Wacker Drive 
Andover 3-4710 
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5. SPOT TELEVISION BASICS 



^^ich month in this spate sponsor will present hasic facts about 
spot television. Periodically charts will be repeated to provide up- 
dating. The chart below, based on Television Bureau of Advertising's 
quarter!) reports on spot tv spending, shows the seasonal variation 
in spot t\ activity. It covers 31 major product classifications which 
have been ranked in order In size of expenditure. The chart covers 
a 12-month period which includes the last quarter of 1955 and the 
fir-t three quarters of 1956. (No single full year is vet available 
because the Tv B dollar reports began with the last quarter of 1955.) 
Percentages below show how much of total expenditure was used 
for each quarter. TvB figures are compiled bv V C. Korabaugh. 
(For complete third quarter data see the 17 \o\ EMBER sponsor.) 



Product classification 


12-month total 


% by quarters 


4th 1955 


1st 1956 


2nd 1956 


3rd 1956 


1. 


1' nod and grocery product- 


$105,723,000 


25.6 


27.0 


26.8 


20.6 


2. 


\ !e. liccr a nd w iiic 


35,241,000 


26.8 


23.6 


25.6 


24.0 


3. 


( ,o-mdi< - and loilctrie- 


33,797,000 


23.3 


22.0 


28.2 


26.5 


4. 


I >l Mg |)| Of] IK 1- 


31,398,000 


28.1 


31.1 


20.6 


16.9 


5. 


1 <)|>, m c o p| odnct- 


28,715,000 


22,1 


21.7 


25.7 


27.2 


6. 


< .oiid'i I ion-, -oft drink- 


20,006,000 


26.9 


23. \ 


26.6 


23.1 


7. 


1 loii-cliold lanndi \ product- 


17,591,000 


21.5 


27.0 


29.8 


18.7 


8. 


f «.i -ol inr. Inbi u miii- 


14,935,000 


21.8 


20.9 


28.1 


26.2 


9. 


1 ll.l 1 pi (II III l t - 


14,216,000 


1 f >.5 


29.9 


31.3 


19.3 


10. 


\ Ulolliiil |\ ( 


13,984,000 


38.0 


23.5 


25,1 


13.1 


11. 


' I - M \ 1 < ( - 


1 1,718,000 


26.8 


25.2 


26.7 


21.3 
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IIt>>\ doe- ll^C Ol >pot tV 

\nv\ I)n M'iboii? You'll find 
llir annuel* charted below 



Product classification 


12-month total 


% by quarters 


4th 1955 


1st 1956 


2nd 1956 


3rd 1956 


12. Clotliing. furnishings 


$ 8,360,000 


OO 7 
ZV. / 

3 1 9 
ol.Z 

9R 1 
Zo. 1 


9 1 1 
Z I .• 1 

1 O 9 
IV. Z 


9 A A 
ZO.O 


99 1 


13. Home equipment, appliances 


7,825,000 


11 1 
o 1 ,1 


1 R ^ 
1 o. o 


14. Watches, jewelry, cameras 


7,591,000 


9.1 9 


9 A 1 
ZO. 1 


9 1 


15. Cleaners, cleansers 


6,476,000 




9 1 A 


1^ A 


9.1 


16. Household paper products 


4,577,000 


90 R 

zu.o 


9 1 9 
Z- 1 .Z 


19 R 


99 9 


17. Pet products 


4,303,000 


io i 

oU. I 


99 O 

zz.y 


97 1 


1 0 7 

90 f\ 


18. Building material, equip. 


3,840,000 


97 R 
Z / .o 


91 O 


IO A 


19. Household general 


3,570,000 


97 R 
Z 1 .O 


97 1 
Z i .o 


10 A 


1 1 1 


20. Household furnishings 


3,456,000 


9/1 1 
Z-k 1 


99 9 


97 7 
Z ( . I 


9A 0 


21. Tv. radio, phonograph 


3,174,000 


^1 R 
O 1 .o 


1 O 7 
1 J. 1 


1 7 c 
l/.j 


1 1 O 
1 1 .u 


22. Transportation and travel 


3,105,000 


32.2 


21.4 


28.9 


17.5 


23. Publications 


1,364,000 


9.8 


1 1 .3 


13.4 


35.5 


24. Agriculture 


1,293,000 


29.2 


24.0 


25.3 


21.5 


25. Sport goods, hieycles, toys 


938,000 


70 1 


10 1 


1 0 0 


R 1 


26. Amusements, entertainment 


589,000 


90 9 


9A 7 


91 C\ 


29.5 


27. Notions 


540,000 


57 1 
O i . 1 


1 1 R 

1 l.O 


1 R 1 
1 o. 1 


10 0 


28. Garden supplies, equip. 


402,000 


1 O 7 
1 u. < 


11 1 


1 u.o 


J.O 

27.0 


29. Hotels, resorts, restaurants 


270,000 


1 o.O 


17.8 


36.7 


30. Stationery, office equip. 


255,000 


41.2 


28.6 


21.2 


9.0 


31. Miscellaneous 


4,276,000 


21.3 


21.3 
25.5 


33.8 
26.8 


20.6 
21.3 

1 


TOTAL 


$393,528,000 


26.4 
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JACK 
ONDOr 



JACK LONDON'S immortal stones of adventure in the turbulent waters of the South Seas have been recreated 
into a ch.ilkng.ng new program . . . with a presold audience of millions of Jack London followers. 

l.lmcd ,n color on actual locations with unparalleled production values ... here, truly, is the answer to the 
public dc-m.ind for fresh, ucu , superior television programming. 

mg the highest budget ever assigned to a television film series ... with major studio direction and 
I winning |>crf<>rm;ifKcs . . (aptain Davul Grief brings to television 
.ind bioaci family appeal. 



.id 



\i in u res 



new scope, new locales, new dramatic 



ACT NOW! RESERVE YOUR MARKETS! 



Sold! 




39 Episodes in Color or Black & White 
Supported by the most comprehensive 
mr-rchondiMng, promotion and publicity aids. 



Sold! 

Th« Siroh 
Br*w»ry 
(Zimmmr, K*lt+r 
■ Colv»r I, Inc. ) 



Bay City Lansing Lafayette Dayton 

Cadillac Marquette Muncle lima 

Detroit Traverse City South Bend Toledo 

Grand Rapids Fort Wayne Cleveland Youngstown 

Kalamazoo Indianapolis Columbus Zanesvllle 



CAPTAIN DAVID GRIEF IS SHOWMANSHIP PLUSI 




What questions would you ask TvB's RAM AC m 



Arthur Pardoll, din; tor <>j broailmsi 
a. tfntt. ( one S. Hrlilinp. Xcw ) orL 

I » i •! 1 w - 1 with a great main other 
In ii Inner- ;iuil client-. I e\|ieet ] II he 
ll line foi a chance to ask lv \M \C 
-..mi c <if the (M)e-tiini- about teles i-ion 
pi ol i aming and commercial- thai ha\ e 
I r-n winning advertising people since 



not sure 

of R 1 1/ /Y.'.s 

limitations 



t 



ihe early Milton Merle days of the 
1 1 1 < -< I i u i i i . 

M\ experience with electronic inem- 
oi\ machines ha- hcen pretlv much 
limited to switching the rettirns on 
l.lei iinii night e\ei\ four \ears: so I m 
not ijurle -lire whal I! \M \C's limita- 
tion- max he. However, the answers 

10 HIM of the follow ill".' (|UC-tioils would 
< - » ii — * - in\ agcuc v man - heart to heat 
f .i ~l <t and iciLiinh would make me 
.in < le< ironic - fan for life. 

I ir-l olf. for ,i particular program 
.ind -latum wi ha\c nucler considera- 

li'HI. I'd like to he ;ih|e lo get ipiick 

11 form. il uui on il- inliug hi-loi\. lliu- 
n dii iiiu" Mm \,ilne nf the particular 

| io i on. 

W ' d Ii i In ll.Mi- ICIiliU available 
il'ii .ili"i on I In ioM-ia"eiif\aiioii- 
i I -l il inn-, -how in;.' env er- 

'tii i nt|\ mi- ;irea-. \l-o. 

• n. I I l.i Mined fiom llie 

■ I . i cl l u ■■ 1 , .n iii nei" Id k ii ing 

n •! 1 1 iii u 1 I hi- -ami- in o. 



•Hi ll 

! I ; ' 
I I' 



mid 1'ie.ik down 
■ i "ii a ma i Im I 
• due iho-i- 



H i I 'Mi > I ddi n in ||k 



"average" figures now a\ailable. 

What is the effectiveness of the block 
formal in programing? Doe- the client 
benefit from a good adjacency in terms 
of audience flow with this particular 
buy? 

I his might be too much even for 
elect ionic-: but could the magic box 
It'll us am thing about audience com- 
position and the general attention of 
audiences to a particular program? 

In giving the rating pattern of a 
particular show, what can HAMAC tell 
us about ihe particular topics that 
occasioned a sudden rating rise? In 
the case of movies, which categories of 
pictures rune the least viewer appeal 
and wh) ? 

W hat i- the cost of a da) time or 
nighttime spot on \ number of sta- 
tions, on highest cost stations and on 
an average cost station basis? 

\\ hat percentage of tv sets arc there 
in each market, in descending order 
and with a cumulative total? 

Would competitive information be 
available in terms of expenditure- and 
total activity such as number of pro- 
grams, spots and the like? 

I'erhaps most important, can RAM- 
\C show the influence of tv In relating 
aihertising representation on a -how 
of v iewer- of a particular show actual- 
Iv have the product and what percent- 
age doesn I ? 

I he.-e ipie-tion- will he child's play 
for l!\M\C. next to a cpierv we get 
'cveral time- a clav . I def\ any elec- 
tronic- machine ever built lo tell me 
ju-t whi le il i- the \cllow went. 

R.iy Stone, Imwliinrr. l/iniw, //jr., /\ <•;<• 
) a, I, 

ll - inv feeling that cventuallv machines 
-m il a- Ivl!'- Ii \M \C u i|| relieve 
main of ii- of the greater part of our 
woik cla\. ll mav not be in our life- 
lime, hnl one dav a- ridiculous as it 




computers 
are free from 
prejudice 



may sound now — v\e will be able to 
feed any data to computers and get 
a solution. Work v\ill he done more 
consistently and more accurately than 
am human being can hope to do it 
now. This is primarily true because 
computers are free from prejudice and 
emotion. 

For example, we clailv face X num- 
ber of problems, each w ith Y factors 
involved. Submerged as we are in 
dealing with them, we tend to lo-e 
perspective in solving at least a few 
of them. In short, it"s difficult for any 
one person to evaluate all factors in 
their rightful order. \ot so with a 
"metal mind." 

One has only to look back on 
the development of hand machinery 
through the )ears- to think of the 
responsibilities it has assumed — to 
realize the potential development of 
machines with mental scope. If tceh- 
nologv could produce sew ing machines, 
harvesting devices similar production 
aids in cverv - part of industry, why 
can't it invent machines with even 
fuller power than present ones in the 
"thought"' field. 

\\ oi k has already commenced on a 
mechaneial brain. The main stumbling 
block to its perfection is for a means 
of keeping vacuum tubes and tran- 
sistors cool b\ practical means. Once 
this technical problem is solved, is 
there ail) reason whv such a machine 
cannot be produced and distributed 



even a> 



Deim 



clone witn 



RAM AC and ils sistei computers? 
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The substance of my thoughts is 
that one day machines will be doing 
everything. Meanwhile, I'll be content 
to pop audience composition, avail- 
ability, coverage and similar buying 
questions into RAMAC and work to 
draw out its conclusions. 



Jeremy D. Sprague, all-media buyer, 
Cunningham &• Walsh, .\ew York 

As the sands of the timebuying hour- 
glass pour mercilessly downward, I 
cannot help but wish that I eould free 
my hands of telephones, books, charts, 
rate cards — and get them on TvB's 
astounding RAMAC. 

If 1 could possibly place that me- 
chanical marvel in my office, I'd ask 




with RAMAC 
I could work 
8-hour day 



that some of the following might 



1. A eoverage check of all stations 
being considered for all Cunningham 
& Walsh clients. 

2. A two-minute roundup of pro- 
gram ratings with selection of those 
periods on those stations which 
RAMAC considers best buys. And — 
if it wouldn't provoke the monster — 
considerations of elient and ageney 
opinions in making the selection. (I 
hesitate to give the usual amount of 
time involved in this process.) 

3. If TvR or IBM would add about 
six arms to RAMAC, I for one would 
be most appreciative. For here the 
machine would shine. So long as it 
would answer calls, churn up data on 
availabilities, digest incoming requests 
— I would be content to develop my 
voice for the job of voicing its con- 
clusions. 

4. It would also be quite nice if 
RAMAC would give a detailed analysis 
on how to expand the broadcast day 
to 40 hours. 

If RAMAC would help me out with 
the four small items listed above, per- 
haps after all, the workday would be 
eight hours. 

But excuse me — we have to find an 
adjacency to $61,000 Question. ^ 



what makes 
Columbus 

iff 

a leading 
market? 
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"Show me a good sport and I'll show 
you a good spender !" 

Columbus fills this bill . . . Columbus 
is a leading sports mecca . . . and WBNS-TV, 
Columbus' leading station, fills the bill for 
sports coverage. 

Columbus is national headquarters for 
both Minor League Baseball and the Trot- 
ting Association. It is home to the Inter- 
national League Jet Baseball team ... a 
group sponsored by the faith and money of 
Columbus businessmen ... it is the site of 
die famous Ohio State LJniversity Stadium 
. . . where 80,000 fans cheer their winning 
team . . . and the new St. John's Arena for 
indoor sports ... for racing enthusiasts there's 
Beulah Park and Hilliards Harness Track 
... for golfers, their own clubs or the beauti- 
ful new Arthur Raymond Memorial course . . . 

For WBNS-TV viewers, there is com- 
plete coverage of their favorite sports . . . 
. . . for ADVERTISERS . . . there is a 
guaranteed audience of 500,400 TV families 
. . . and die assurance that WBNS-TV is 
rated the number 1 station in this market of 
sports loving spenders. 



No. 4 in "Columbus Market" Series 



NS-TV 



WBNS-TV 
COVERAGE FACTS 

TOTAL POPULATION 
1,872,900 
TOTAL FAMILIES 

556,000 
TOTAL TV HOMES 
500,400 
46% average share 
of oudience in this 3 
stotion morket. 
15 out of 15 Top 
Once-o-week shows. 
8 out of 10 Top Multi. 
weekly shows. 

(Source: Columbus 
Telepulse July, 1956) 



REPRESENTED BY BLAIR TV 



channel 10 • columbus, ohio 

CBS-TV Network . . . Affiliated with Columbus Dispatch . . . General Sales Office; 33 N. High St 
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GET THEM 
GOING ' 




pons 



Edward T. Ragsdale: tv isn't poker 

E3ig decisions in auto making: and buying are influenced by 
women." savs Ed Ragsdale. general manager of the Buick Motors 
I ) i\ i> i on of General Motors. 

lie'.- got good proof at home to back up the statement. One of 
his own major contributions to automotive design was the hard top 
hod\ stvle. and the hard top was suggested by his wife. Sarah, who 
never wanted to drive am thing but a convertible. 

"'I asked her whv she wanted convertibles since she never put the 
top down." Ragsdale told SPONSOR. " 'I don't put the top down 
because m\ hair gets mussed.* she said with the kind of tone that 
makes a man feel lie s asking something damned obvious. 'But.' she 
added, "the convertible looks better ... 



Biggest Twin Cities traffic 
jams are in store aisles — 
downtown, uptown, wherever 
WLOL's Big 5 disc jockeys 
say "CO!" Local businessmen 
know that. That's why they 
buy WLOL in preference to 
any other station. 

The local businessman will tell 
you, too, that WLOL delivered 
crowds reach first for 
WLOL sold brands. 

It's a merchandising fact 
that will work for you! Let 
B-5 selling impact send the 
aisle jammers your way. 





MINNEAPOLIS ST PAUL 

1' ur H n\ 5000 wa'tj 
LARRY PEMTSON, Prci.dcnt 

n t W Mpr )or floyd V P 





"// / can t outplay 'em, I can outlast 'em." 

\nd that how another innovation in styling was added to the 
Buick line. 

Bag-dale- career in automotiv es v irtually coincides with the 
indnstiv s own hislorv. \t .ib", he's chalked up some four decade- 
in the business, from a fn-t job as moulder and machinist to his 
work a- a I'icn c- \rrow body designer and finally to Buick in design 
and engineering;. 

"Pin- only frightening tiling about I'd i- his capacity for work." 
-av- one General Motor- executive who knew Hagsdale when he was 
a vomig engineer at Buick. "He'd start at 7:30 a.m. and some- 
times work through till three or four the next morning."' 

Bag-dale daiins that he brings the same kind of dedication to 
plav as well ;i- woik. likes to recall occasional marathon poker 
si —inn-. "If I can't outplay 'em. I can outlast "em," he savs 
famlidlv. {Please turn page) 
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ARE YOU 



6l 



f HALF-COVERED 





NEBRASKA'S OTHER BIG MARKET? 




1956 ARB METROPOLITAN 
AREA COVERAGE STUDY 
PROVES KOLN-TV SUPERIORITY! 

The 1956 ARB Study of 231 Metropolitan markets in- 
cluded 6 in LINCOLN-LAND — 5 in Nebrosko, 1 in Kansas. 

In these 6 markets, KOLN-TV is viewed- 
most in 6 daytime categories ... in 5 
out of 6 nighttime categories. 

KOLN-TV gets an average daytime, "viewed-most" roting 
of 54.0% as ogainst 15.2% for the next station. Night- 
time averages ore 59.8% for KOLN-TV, 25.0% for the 
next stotion. Enough said? 




WKZOTV — GRAND RAPIDS KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN TV— LINCOLN. NEBRASKA 

Aiiociated w.th 
WMBD RADIO — PEORIA. ILLINOIS 



KOLN-TV covers Lincoln-Land - - a rich 42-county 
area, 95.5% OF WHICH IS OUTSIDE OMAHA'S GRADE 
"B" COVERAGE! 

Lincoln-Land has over 200,000 families — 125,000 of them 
undii plicated by any Omaha TV station! Actually, Lincoln- 
Land is as independent of Omaha as South Rend is of Fort 
Wayne or Providence is of Hartford. 

Latest Telepnlse credits KOLA-TV with 194.4% more night- 
time viewers than the next station, 138.1% more afternoon 
viewers ! 

Let Avery-Knodel give von the whole story on KOLN-TV, 
the Official Basic CBS-ABC Outlet for' South Central 
Nebraska and Northern Kansas — '"Nebraska's other bin 
market". 

CHANNEL 10 • 316,000 WATTS • 1000-FT. TOWER 

KOLN -TV 

COVERS LINCOLN-LAND —NEBRASKA'S OTHER BIG MARKET 

Avery-Knoilel, Inc., Exclusive National Representatives 
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Mr. Sponsor continued. 




Since the sternwheelers first 
opened our Ohio River Valley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 

Today, its array of manufactur- 
ing is the most vast in America 
... a solid head-of-steam typified 
by our own doorstep counties of 
Cabell and Kanawha (the Hunt- 
ington-Charleston area) where — 
say preliminary reports of the 
new U. S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 

This is only part of what you can 
command with WSAZ-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America's 23rd 
television market — four states 
wide, four billion dollars deep in 
buying pott ntial. You leave a 
smart wake when you sail aboard 
WSAZ-TV. Any Kat/ office can 
make out a profitable bill of lad- 
ing for you. 




1 OJf. T NO 



ti r H A K tSI'ON, W VA. 
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\s Buick s general manager. Bagsdale approyes advertising 
strategy, works closely with his 15-tnan advertising department and 
with Bniek's agency, kudner. 

"Tv ratings are hnpoitant to t lie advertising fraternity, he sav>. 
"Hut lhe\ d(jn I necessarily mean sales.'' 

His conclusion -tcins from Blocks hitter experience as sole 
sponsor of Jackie (Reason's floneymooners last \ear. After making 
advertising headlines with their Sll-inillion Gleason contract, Buick 
withdrew quietlv. burned In a spectacularly unsuccessful l\ season. 

"We aren't looking for am show to sponsor on a weekly basis 
right now." savs Kagsdale. 

Instead. Buick s fall advertising technique has 1 een an extension 
of the all-media saturations during new -car season which brought 
this car into No. 1 hree spot in unit sales three years ago. By 
concentrating the weight of their advertising just prior and during 
the introduction of their new line. Buick crashed the traditional 
Chev rolet-Ford-Bh mouth hold on top sales, and has maintained its 
\o. 'I hree place although the Buick is in a higher price line. 

"We've again gotten off to a high-gear start this fall, partly with 
the help of one-shot sponsorship of major tv events."' says Ragsdale. 
Bnick bankrolled the ABC TV election night coverage two davs 
before the 19.">7 models were introduced, and followed up this effort 
on 12 November with Jack and the Beanstalk. NBC TV. H-9:30 p.m. 

"This double-punch on tv has had a tremendous reaction among 
dealers." says Bagsdale. The 33.9 average Trendex raked in b\ the 
NBC T\ spectacular, he feels, indicates that Buick s commercials 
reached a massive and receptive audience. 

The agency's job is ♦•renting ads, not slioyvs 

I he agency, he adds, fulfills its function by applying its creative 
judgement to program recommendation* and putting effective selling 
commercials into shows to attract viewers into dealer show rooms. 

"It can he dangerous for agencies to spread their talents too 
thin." he told sponsor. "It's a difficult and exacting job to pro- 
duce tv commercials that will convert viewers into buyers of a 
S-1.000 product. 1 don't feel that agencies should, on top of that 
job. try to go into show business, and become program packagers. ' 

Bagsdale is a fervent spokesman for specialization, not only in 
assembly line operation, but also in various marketing functions. 
He feels that the company's own specialists in market research can 
guide Buick production and styling better than marketing men in 
an agency servicing a dozen or more different categories of accounts. 

"The agency has nothing to say about our cycle of retooling and 



re-tv Ini' 



\t the beainning of the year, we sit down 



■r- " v .......... ... r 

with the engineers and run over the information we've gotten out 
of our own customer re-earch surveys. We don't ask the agency 
to make such studies for us. although we do have independent 
rcseanli to supplement company data at limes. ? " 

\s a top management industrialist. Bagsdale still maintains his 
love for machinery . likes to linker in a model machine shot) in his 
smiimer home, where he i-pemls much of his spare time. W ith a 
1 ■ r a ud fa llier's piide. Bagsdale explains thai his spare lime has been 
< ill into considerably bv Ii i- three grandchildren. 

"Having with them s one I inie-coiisiiming hobby 1 don t complain 
about, he told sI'onsok, then quiellv wandered back to a shirt- 
sleeve poker session. ^ 
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'Moving vans really move 
with Spot -TV pushing them; 




says R. L. "Bob" Benveniste, 
advertising head of Owl 
Drug Company, regarding 
results on KGO-TV, 
San Francisco 



"Moving vans," Mr. Benveniste? Since when did 
they become a drug-store item? 

Since September, when we included them as one 
of twelve items in our Christmas Layaway Sale. 
Don't gasp — they're TOY vans, of course— rep- 
licas of the largest Bekins Trucks and Trailers. 

Christmas toys in September' Isn't that an off- 
beat promotion? 

It might seem so— that's why we put the power 
of television into our selling effort. In the San 
Francisco area, we used KGO-TV. 

Won' often were the moving vans featured 7 

IN JUST FOUR SPOTS-and the vans rolled 
out by the hundreds. 

How about the other Christmas Layaway items 9 

Thanks to smart selection by our merchandise 
committee, and to a bang-up job by Spot-TV, 
every item was a sell-out. In long-hair lingo, 
you'd say it "exceeded our fondest expectations." 

Sounds as if you're sold on spot, Mr. Benveniste. 

I certainly am, particularly for our type of oper- 
ation. Our trend is to more and more suburban 
stores — and in building traffic for them we need 
the kind of saturation coverage that Spot-TV 
gives us at low cost. 

What's the attitude of your store managers? 

They're strong for Spot-TV too— because they 
know it moves merchandise in tremendous vol- 
ume—movement that's bread-and-butter, and 
cake too, to a store manager. 




For sales building availabilities on these major-market stations.. . Call 



BLAIR -TV 




Television's 
First Exclusive 
Motional 
Representative 



WIVR— Richmond 
WDSU-TV— New Orleans 
WOW-TV— Omoho 

OFflCES: NEW YORK 
TEmpletort 6-5600 



WBNS-TV— Columbus 
KING-TV — Seottle-Tocomo 
KTTV— los Angeles 

CHICAGO • 
Superior 7-5560 



WBKB — Chicogo 
WXYZ-TV— Detroit 
WABT — Birminghom 



VVFIL-TV — Philadelphia WPRO-TV— Providence 

KVOO-TV— Tulso WIIC— Pittsburgh 

WFLA-TV— Tompo-St Petersburg I WNBF-TV — Binghamton 



WEWS— Clevelond 
WCPO-TV— Cincinnoti 
WMCT— Memphis 



KFRE-TV — Fresno 
KGO-TV — Son Francisco 



WABC-TV — New York 
WFBG-TV— Altoona 
KGW-TV— Portlond 



BOSTON • 
HUbbord 2 3163 



DETROIT • ST. LOUIS 
WOodrd 1 6030 CHeitnul 1-56S9 



JACKSONVILLE 
Elgin 6 5770 



DALLAS • 
Rtvtnid. 4223 



LOS ANGELES 

OUnkirk 1-3611 



SAN FRANCISCO 
YUkon 2 7068 



SEATTLE 

Elliott 6270 



BROADCAST INDUSTRY EXECUTIVES 



// -weekly listing of cJianges 

in the advertising and broadcast fields 



NAME 

William H Barth 
Paul H. Bernard 
Howard Bruns 
Paul Calvin 
Larry Carino 
jules Dundcs 
jerry Fitch 
Leonard Higgins 
Ken Joseph 
Frank King 
Ned Land 
|ohn P. List 
Frank Luther 
|ohn Melton 
Car Meadowcroft 
Robert W. Miller 
Robert Mooney 
Thomas Montgomery 
Malcolm C. Morehouse 
Thomas S. O'Brien 
Ralph Powell 
loseph Prendergast, ]r. 
Robert Rcardon 
lames C. Richdale, Jr. 
Allin C. Robinson 
Henry ). Schaefer 
lames M Seward 
Frederick W. Smith 
). Kelly Smith 
Ceorge B. Stadtmullcr 
Ceorge Stevens 
Oliver Treyz 
Charles Vaughan 
Harry Walsh 
Morris Wattenbcrg 
lames Weathers 
Robert C. Wood 



FORMER AFFILIATION 

KOVO, Prove Utah, sis staff 

KTBS-TV, Shreveport, La, asst production mgr 

WKRC-TV, Cincinnati, floor director 

"KTNT-TV-AM-FM, Seattle-Tacoma 

.CBS. radio, New York, vp chg advtg & prom 

KREX-TV & radio. Crand (unction, Col, exec vp 

KTNT-TV-AM-FM, Seattle-Tacoma 
.World Bcstg Sys, northern div sis chief 

KNX, radio, LA, general sales mgr 

Station Promotions Inc. president 

Trendex 

JkH|-TV, LA, merch & sve for natl adv 
W|BK, radio, Detroit, asst managing dir 

_KOOL-TV, Phoenix, account exec 
Guild Films 
Forjoe & Co, Chicago 

KCBS, radio. San Francisco, asst bus mgr 
NBC o&o stations, divisional bus mgr 
_KOOL-TV, Phoenix, account exec 
KSD-TV & radio, St Louis, asst to mgr 
Harrington Righter & Parsons, sis 
KOTV, Tulsa, Okla, asst gen mgr 
WRCA radio, NY, producer director 
KNXT-CTPN. LA, account exec 
CBS, radio, New York, admin vp 

.CBS, radio, New York, admin vp 
KCBS, radio, San Francisco, bus mgr 
Avcry-Knodel Inc. sou-west manager 
ABC-TV Network, head 
WKRC-TV, Cincinnati, producer director 

.film producer, cincmatographer & photo dir 
WTAM-WNBK, Cleveland, ad-promotion mgr 
World Bcstg Sys, chg of sis southern div 
Storer Bcstg Co, nat sales mgr 



NEW AFFILIATION 

KDYL, radio, Salt Lake City, acct exec 

KTBS-AM-FM, Shreveport, La, manager 

Same, associate director 

C & C Television Corp. sis staff 

Same, manager & sis director 

Same, vp chg station admin 

Same, station manager 

Same, director of station relations 

Same, asst national sales manager 

KFWB, radio, LA, general sales mgr 

C & C Television Corp, sis staff 

Same, vp and treasurer 

WNAC-TV & radio, children's prog & pub affairs 

John Blair & Co, LA account exec 

WJIM-TV & radio, Lansing, Mich, gen sis mgr 

Same, asst sis mgr 

C & C Television Corp, sis staff 

WNBQ, radio, sis staff 

Same, bus mgr 

Same, director business affairs 

KFMB-TV, San Diego, account exec 

KHJ-TV, LA, account exec 

NBC-TV Spot Sales, Chicago, sis staff 

Same, vp & general manager 

WCCO radio, Minn-St Paul, production mgr 

Same, mgr of operations & traffic 

Same, exec vp 

WMCM, NY, account exec 

Same, consultant radio div 

CBS, radio, dir of accounting 

KOTV, Tulsa, Okla, commercial mgr 

Same, vp in chg of tv network 

WCET, Cincinnati, program director 

Van Praag Productions, vp Florida branch 

WABC-TV & radio, NY, advtg & prom mgr 

Same, national sales manager 

Same, nat sales dir 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 

Vincent E. Butterly 
lohanna A. Carrozzino 
Stephens Dietz 
Robert Durham 
Edmond Cray 
Lawrence Katz 
Anthony Kennedy 3rd 
Ion C Lawson 
David H Means 
William F. Millar 
Francis 0 Neill 
Ceorge B. Richardson 
Charles Russhon 
Ccr.ild A Waindel 



FORMER AFFILIATION 

Zimmer Keller & Calvert, Inc. acct exec 

Kenyon & Eckhardt, vp & chair mktg plans comm 

Kenyon & Eckhardt, asst to the president 

Kenyon & Eckhardt, television producer 

Filmways Inc. dir & supervising editor 

Chew Harvey & Thomas, copy & service 

Hilton & Riggio, radio tv staff 

N. W Ayer, Phila, plans merchandising dept 

McCann Erickson, Cleveland, acct exec 

B-ooke Smith French & Dorrance, Detroit 

Young & Rubicam. San Fran, vp & contact sup 

USAF tv consultant 

Associates Invest Co, advtg & pr dir 



NEW AFFILIATION 

McCann-Erickson, Inc, acct exec 

N. W. Ayer, Phila, copy research bureau 

Same, acting dir promotion dept 

Ruthrauff & Ryan, sr vp chg of bus dev 

Same, to Chicago same capacity 

Ted Bates & Co, tv film comml producer 

N. W. Ayer, Phila, production 

N. W. Ayer, Phila, radio-tv traffic 

Same, Philadelphia Service 

Ketchum MacLeod & Crovc, Pitt, acct exec 

Kudner, Detroit, exec staff 

Same, vp & manager San Fran office 

Ted Bates & Co, agency producer 

US Advtg Corp, vp & acct exoc 



SPONSOR PERSONNEL CHANGES 



NAME 

|.imi * V Band r 
|<.hn L BricWr 
Arthur I Ciplin 

E-tw.wd C Cud 
Pnh.rt L Evan-, 
M.Wtm J fr.)mbrrt'(r 
Arthur t Goldman 
W I im E Mahaff.ly 
Will >m P McUird 
P ,\ . <r | Mr M.lhon 
W II im | N t'y 



< h.ii l< • 
|u M 
lion. I t 
H.livry 



% ' I 

1 1 1 .VTV. 
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FORMER AFFILIATION 

Whirlpool-SecKcr Corp, s-w regional mgr 
RCA Whirlpool, marketing dir 

HtUnc Curtis Industries, Inc, dir mcrch Beauty Salon Div 

Whirlpool Scegcr asst to the treasurer 

Whirlpool Secgcr gen mgr Clyde. Ohio, Div 

Amrncm Dairy Association, mgr Wis unit 

Cnnthcr Brewing, Baltimore, advtg dir 

Whirlpool Seeger 

Canada Dry. sis mgr govt & export div 

C irric Corp. advtR staff 

F'h Ico Corp electronic district mgr s-c div 

International Latex sis staff 

Whirlpool SccKcr Corp, presidential asst 

Ph.lco Corp. operations mgr Sandusky manufac 

Avco Manufacturing Corp. vp and gen mgr Int Div 

N mortal Biscuit Co, asst advtg & merch mgr 



NEW AFFILIATION 

Same, dir of dist for RCA Whirlpool 

Same, also elected vp 

Same, marketing dir, Beauty Salon Div 

Same, vp, secty & asst to the treasurer 

Same, also elected vp & chg of pers at Clyde 

Same, general mgr of the association 

General Cigar Co, advtg dir 

Same, vp engineering 

Cemex Corp, vp in chg of marketing 

Same, retail advtg mgr 

Same, advtg & prom mgr accessory div 

Isodinc Pharmacal Corp, (div. of ID brand mgr 

Same, dir of pub rcl, cont as asst to pres 

Same, vp & general mgr Automotive Div 

Same, president Philco International 

Tea Council, promotion manager 
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YOUR BUSINESS FRIENDS AND 
ASSOCIATES WILL APPRECIATE 
YOUR XMAS GIFT OF 52 ISSUES 
OF THE NEW WEEKLY SPONSOR- 
THE MAGAZINE BUSY TV AND 
RADIO ADVERTISERS USE . NOW 
OUT EVERY FRIDAY. 




Make up your gift list now 
and send it to SPONSOR 
40 East 49th Street, New York 17, N. Y. 





It happens 
every day 



On Election Night America tuned to CBS Television 
for the swiftest, clearest, most accurate report of the 
nation's will in a turbulent period in world history. 

All the networks reported the same event; but according 
to a Trendex popularity report, CBS Television attracted 
83 more viewers than the second ranking network — 
93 /f more than the third network. And as the evening 
wore on, the performance of the CBS News staff won an 
ever-increasing share of the Election Night audience. 

Only once before has one network led the others by so wide 
a margin in the area of news and public affairs programs. 
That was during the political conventions, when the 
nation's viewers spent almost as much time watching CBS 
Television as the other two networks combined. 

And never before has the nation's preference for CBS 
Television's regularly scheduled programs been so clearly 
registered. For in the simple act of selecting a channel, a 
viewer chooses his favorite programs every day — and 
these votes too are carefully tabulated. Current returns 
show that CBS Television has 8 of the 10 most popular 
daytime programs, 9 of the 10 most popular nighttime 
programs, and television's largest average audience — 
day and night. 

This constant vote of confidence from the constantly 
growing television audience is the underlying reason why 
America's advertisers continue to commit more of their 
advertising investment to the CBS Television Network 
than to any other single medium in the world. 

CBS TELEVISION 



Capsule case histories of successful 
local and regional television campaigns 



HOMES 

-CON-OK I iii< r> S Muhun. Inc. AGENCY: Direct 

Capsule case history: The home building firm of Emen 
\ ^-ki i\ mi ha- to attract its prospect he cu^omers on week- 
end- when honicbu\ers ha\c the time to consider purchas- 
ing in a Ici-nrclv wa\. To accomplish this h & S has tied 
it- -ale of new homes to the interest generated in the Den- 
ver area 1>\ tlie Colorado I niversitv football game- with 
-pnii-ordiip ol a 15-minute documental) -sl\ le program 
e\cr\ week-end following the regular CBS TV Sunday after- 

i football games.. Narrated b\ KLZ-T\ staffer Pete 

llan-.-on. the quarter-hour show uses film clips of the CI 
»aine~ and CI pla\ers along with a commentary about the 
(.1 (cam. Featuring S 18.000 to S35.000 homes in Boulder, 
Col., the show is credited w itli attracting from 30(1 to 75') 
people each weekend to (he homesites about 25 miles from 
Denver. F \ > also credits KLZ-TN with four actual sales 
(luring (be first four weeks the show was on the air. 'I he 
weeklv cost of the series, which will run for 19 weeks, is 
> I 1 5 phi- -tntioii co-K I" & S will continue the show 
through football season then use basketball later this winter. 

M./.-'IA. Dunei, (.nl. PKOGIi \M; CI Alter the Gnme 



FLOUR 

SPONSOR; Pioneer Flour Co. \GE.NO : Direct 

Capsule case history: A 12-week amateur talent content, 
sponsored b\ the Pioneer Flour Co. of San Antonio, pulled 
1.018.000 voles from K.GMT-TY, Harlingen. viewers. Since 
\otes for the \iewers" favorites had to be accompanied bv a 
Pioneer label two votes to each pound the rontiM directly 
resulted in the sale of more than 254 tons of Hour. During 
the 12 weeks of the contest. 12 box ear loads of Pioneer 
flour had to be -hipped into the area to fulfill the unprece- 
dented demand. W hat made the results of the contest e\ en 
more interesting was the fact that each label had to be hand- 
soaked off the flour sacks and then taken, not mailed, to one 
of 13 EdePtein Furniture Stores scattered throughout the 
San Antonio Valley. Furthermore voters themsehes were 
not eligible to recei\e am prizes, all of which went to win- 
ning performers. Contest performances- and all promotional 
spots were aired exchisi\el\ on KCBT-TA . Vimouncenients 
were In-lingual, Edelstein Furniture chain, which cooper- 
ated in the contest on a pureh promotional basis, was so 
impressed thev purchased a heav\ >ehedule for themselves. 

K<;HT-TV, llarlingrn. Tex. FROCK Talent Contest 



MILK 

•-I'ON-OK: Prairie Farm- Creameries \GE\CY: Direct 

Capsule case history: How would \ ou like to throw a 
kid - parh fi\e lime- a week I Monda\ through Friday I all 
m;ii "round'.' 1 \> a private citizen the thought may make 
von -hndder but (he Prairie Farms Creameries of Qnincy. 
III., which lias been treating kids to its dair\ products o\cr 
t\ -nice October 1953. finds that it > good business. Since 
Prairii I arm- -tailed -pon-oring the Cactn- Club, its >ales 
have ri-cn from I V < to 32' <• each year it s been on the air 
while the company ha- ad\aiiccd from 0th to 1st place in 
Omni \ d,iii\ -ale- during that time. I.yery da\ six kids 
lioni tin' KIIU\ I\ coverage area appear on the show. 

lav . i ■■ ' • — _ wal(h a I l-.-eginenl of a Western and enjoy 
I I- iits of lic-h milk. Kid- veil in unison "Man that - good 
\d lib b\ the covvbov character who m.c. s the 

b -i ■ • - — * - - " \ll milk i- good, and good for \on. I want 

1 1 1 ' k it !< i-l three ghi--e- a da\. and when \ou get 

i ill* ' Pi, line I.IMII-. Promotion for the -bow. 

t'r in -2 i.iiiili a \ear. i 1 1 < bide- hi 1 1 Ik la \ and 
' 1 ' 1 "I |i,ni , ip.ini- win, -i^.n (dub \car book. 

K'O.t V ( \ I'HOI.Ii \M (.ami- Clul. 



MEAT 

SPONSOR: Southland Provision Co. AGENCY: Bradley, Graham 

& llamhy 

Capsule case history: Peaching children is one of the 
lies! ways to get to a parent s pockethook and one of the be?t 
wavs to attract kids is with six shooters and galloping 
horses on celluloid. The Adventures of hit Carson, spon- 
sored 1>\ the Southland Pro\ i-ion Co. over WIS -TV. Co- 
lumbia, S.C.. ha- been u>t*d by Southland Pro\ isions to 
aiherlise its \zalea Meats. To test the pull of the show 
among youngsters in the Columbia market, Southland of- 
fered a giveawav. item for sewn consecutive weeks. During 
the sey en-w eek period, one announcement a da\. Monday 
through Friday, was made o\er W1S-TV. \ccording to Ed 
\aronofT. pnblicit\ director of MCA-T\ . the givea va\ at- 
tracted 719 request;, for the item offered. As a lest of 
\iewer reaction to the >how the response was felt to he a 
complete success. Reported WIS-TY s Dolly llamby to 
\1C \ 'I \ . "We at W IS-IA feel that the viewer reaction to 
onr free offer wa> excellent proof of the popularity and pull- 
ing power of the Adventures of hit Carson. I be objecthe 
of the campaign was to reach the kids and hit Carson did it. 

\\ IS-TV. Columbia. S. C. PHOGR \M : Adventures of Kit Carson 
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Boy! do they 



in^Dalte! 




rrylcreem 

Z Vmar. Hair G»o«*" 



ADVERTISERS GET BIG-TIME 
RESULTS ON WFAA-TV 



i 



While these now famous puppets were hitting the "Big Time" 
with WFAA-TV viewers -so were sales for BRYLCREEM 
in the greater Dallas-Ft. Worth market. An unprecedented 
3-year climb supported by a steady 3-year spot schedule on 
WFAA-TV! 

If you are looking for big-time results in the nation's 12 rank- 
ing metropolitan market . . . 



WFAA-TV 

CHANNEL 8 — DALLAS 

NBC-ABC 

Covering 564,080 North Texas Television Homes. 



Call Your 

PETRYMAN 

for complete market information 
and availabilities 
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National and regional spot buys 
in work now or recently completed 




SPOT BUYS 



there's 
something 
special 
about. . . 




dOdM 

out 'soai]U}uosojcIojj H"H 

Aq pojuosojdoy 
ojyiwj^ — \nmnj\r — r)H V 
S » C A\ 000'9 — sopADon>} oiH 
moipouuoQ 'pjOJ^JBfJ 



it's a 

TELE-BROADCASTERS 

station 



TELE-BROADCASTERS, Inc. 

41 East 42nd Street 
New York 17, N. Y. 
MUrray Hill 7-8436 

//. Sent I Killuore. President 

Owners and Operators of 
KUDL, Kansas City, Missouri 
WPOP, Hartford, Conn. 
WKXL, Concord, New Hampshire 
WKXV, Knoxvllle, Tennessee 



RADIO 

Block Drug Co., Jersey City, is now adding to present schedule for 
Minipoo, dry shampoo. Purchased this week were stations in Ave 
additional markets for four weeks. Agency: Dowd, Kedfield & 
Johnstone, New York. Buyer: Belly Nassc. 

P. Lorillard Co., New York, feels that it's now put across the 
popular fdtcr price campaign for Kent Cigarettes. This week, Kent 
enters five major markets to keep hrand hefore the public and in- 
crease sales. Average of five stations per market is being used with 
minutes and chainbreaks as vehicles. Combination of live and et 
commercials is used in the drive scheduled to run about five weeks; 
time periods van, including afternoons. Buying is completed. 
\gency: Young & Buhicam. New York. Buyer: Boh Gleckler. 

Carolina Paper Mills, Inc., Rockingham. IS. C, makers of Carol 
Tissues, will probably be going into nine major markets the first of 
the year. Contract time will be substantial, reports the agency, 
although concrete plans have not yet been formulated. Agency: 
Ettinger Advertising, New York. Buyer: Seth Diamond. 

Great Atlantic & Pacific Tea Co., New York, is being watched 
with interest. First ASP Coffee Division spot radio campaign in 
eight years took place 15-16 November. Campaign centered around 
sale price of regular-grind coffee with 10 announcements per day 
used on 90 stations in '10 markets. Featured were 20-, 30-, 60- 
seeond announcements. Agency: Paris & Peart, New York. Buver: 
Wey mouth S) mines. 

Pepsodent Division, Lever Bros. Co., New York, will prohabh dou- 
ble its present 30-40 markets for its 1957 toothpaste campaign. 
Currently, bu)ing i* incomplete, but schedules should be definite by 
mid-December. Same Pepsodent }ellow copy theme will be used 
with various adaptations. Featured again will be minutes and 30"s. 
Vgency: Footc, Cone & Belding. New York. Buyer: Dick Pickett. 

Secck & Kade, Inc., New York, is now looking for availabilities 
for its Pertussin, an expectorant, to add to a present schedule which 
is in about 30 markets. Added markets — about 20 — will bring cam- 
paign to a seasonal peak within a month. From five to 20 one-minute 
announcements arc being and will be aired in each market. Cam- 
paign i> utilizing Inc., local personalities in commercials, with just a 
few el's. Buyer is also seeking solid packages for the product. Blu- 
ing is incomplete on the account, which has been using the spot 
medium for several \cars. Agency: McCann-Erickson. Biner: Ja\ 
Schocnfeld. 

TV 

Texas Co., New \oik, is about to bin for Texaco in an undeter- 
mined number of markets. Firm has recently initialed a spot radio 
drhe. (See "Spot bins."' 27 October 1956. page 61.) The auto- 
motive lubricant eompam has never used spot tv before according 



<>2 



SPONSOR 
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Spot buys 



to the agency — though it has been heavy in network. Campaign will 
begin some time this month and reportedly will center around push 
for Texaco's super-octane gas. Agency: Cunningham & Walsh. 
Xew York. Buyer: Jerry Sprague. 

Harold F. Ritchie, Inc.. Clifton, A. J., presently in about 100 mar- 
kets with late-night movies, this week accomplishes changeover to 
early evening. Philosophy is that newer and larger audiences can 
be reached between 7:30 and 10:30 p.m. via newer motion pictures. 
Agency reports that change was completed in ?ix weeks of negotia- 
tions and early schedules go into effect in about 60-65 markets this 
week. Buy ing is completed in these markets, although agency is still 
looking for early availabilities in remaining 35-10 markets. (See 
"Spot buys,"' 3 November 1956, page 5o.) No change in commer- 
cial pattern. Agency: Atherlon & Currier, New York. Buyer: Hu- 
bert Sweet. 

Para Laboratories Sales Corp., New York, is now looking for 
availabilities for a 10-minute demonstration film for its nationally- 
distributed Queen Helene Cosmetics. Show features Marion Carter. 
Because 10-minute availabilities are difficult to find, firm is consider- 
ing slots in any markets in which it distributes. Agency states that 
if the program produces results, it will plan one-minute announce- 
ment schedules in those areas where success is achieved. Buy ing is 
on a continuing basis for the program but has not yet begun for 
the announcement schedules. Agency: Huber Hoge & Sons, Inc.. 
New York. Buyer: Diane Munhall. 

Beech-Nut Packing Company, Canajoharie. N. Y.. is reported 
to be looking for availabilities on Eastern seaboard outlets for its 
Baby Foods. More concrete plans will be formed after this week, 
the agency reported at presstime. Agency: Kenyon & Eckhardt, 
New York. Buyer: Lucy Kerwin. 

RADIO AND TV BUYS 

Liggett & Myers Tobacco Co., New York City, is reported to be 
looking for 20-second and minute slots in a large number of tele- 
vision markets and for minutes in radio. Shopping precedes heavy 
campaign for firm's L&M Filter Cigarettes and soon-to-be-nationally- 
distributed flip-top box. One aim of the campaign (which will prob- 
ably break first of the year) is to reach the college group. Limited 
drive is currently taking place in five markets: Baltimore, Wash- 
ington, Sy racuse, Buffalo and Rochester. Agency: Dancer-Fitzgerald- 
Sample, New York. Buyer: Martin Bruehl. 

The White House Co., Harrison, N. J., reaches its radio and tv 
market peak for both its Christmas Chimes and children's record 
albums this weekend. Part of the campaign began last month with 
limited radio and tv announcement schedules. Heavier portion of 
the drive will last through 9 December 1956. This weekend. White 
House will be in 58-60 markets on tv for both products; on a vary- 
ing number of radio outlets in 30-40 markets for the record albums. 
Television periods consist of minutes and participations. Radio 
times have been purchased in five-, 10- and 15-minute segments. This 
is the third year of an annual pre-Christmas broadcast media drive. 
Agency: Victor & Richards, Inc. Buyer: Victore Lindeman, v.p. 



THE BIG 

"PLUS" 




IN 

LOUISVILLE 



. . . most popular disc Jockey by actual 
vote, Paul Cowley plays the favorites, 
picks the new hits, interviews celeb- 
rities, and talks with his fans in his own 
breeiy style every weekday from 4:05 
to 5:30 and nightly from 9:00 to 11:00. 
Sundays he's the early evening radio 
companion of the Falls Cities area with 
music for good listening from 5:30 to 
8:00. He's also the TOP SALESMAN, 
by endorsement of his subscribers . . . 
on Louisville's most-listened-to shows! 
The "pop" personality on Louisville's 
personality station . . . recognized as 
the top for music, news and sports. 

Represented by John Blair & Co. 




WKLO 

LOUISVILLE Tftr 
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Digest of the neek's developments 
in advertising and the air media 



WRAP-UP 



ADVERTISERS 

Sweets Co. adds four 
more network programs 

\ewe-t purchase of alternate week 
ipnirtei lnuii -egments «>n four \ BC 
I \ -how- f- tin- makers of 1'ootsie 
Hull- a grand total of si\ network pro- 
gram- and ma\ -park the re-entrance 
of other raiul\ linns on the network 
trle\ i - i i >!! -cene. 

M!C -hows picked U|) by Sweets Co. 
include (wo women':- programs. Mod- 
ern Romances and Tic Toe Dough. 
aloiif: with kid fare. Handy Dood\ and 
Coubo\ Theatre. Earlier Inn- thi- 
n H > nt 1 1 were on CHS TV's Heckle and 
.lei hie and Talcs of the Texas Rangers. 

Lanolin Phis has set aside a 
.S2.>().()<)() quarterly ad budget for its 
new State I 'tia rnuieal division part of 
which is earmarked for a network tv 
-how. New product to he introduced 
-oon i- a dr\ do- shampoo titled 
"La— ie." . . . 

Prudential Insurance, in a spe- 
cial sininlrast on 2 December, is in- 
augurating "a new concept in stereo- 
phonic sound." Christmas in Stereo 
broadcast on l.os \ngeles KFI (radio) 
and kHC\ 1 1\ i will unite listeners to 
u-e both radio and t\ sets, place them 
about six feel apart and then watch 
television while listening to radio. \lu- 
-ical program is e\ peeled to he high- 
e-l budgeted local half-hour ever pro- 
duced. 



REPS II. I . .ir. II l( lv 

\1 omI.-m I, . \1. I 

i i. i t; n K t . ( ,i— 



V literal red carpet was used by 
the \meric-'n State Hank of Milwau- 
kee to highlight its 25th anniversary 
and whole radio ad campaign wa- 
built around it. . . . One m ill ion dol- 
lars of Mitchell air conditioner two- 
and-balf million ad budget will go into 
local radio - tv - new spaper saturation 
campaigns in 110 markets for the new 
I9.*)7 line. 

Olde Krotliingslosh Pale Stab' 
Ale, an imaginary creation of local 
radio personality liege Cordic. lias 
charmed listeners so mucb that the 
Pittsburgh Brewing Company is pack- 
aainii it for real durinsi the holiday 
season. Pittsburgh Hrey\ing normally 
just sells Iron City and Tech Beers. . . . 
Saturation radio spots have been 
chosen as '"the most effective means ' 
to promote Christinas shopping in the 
metropolitan area by Philadelphia 
Merchants" Association. The Associa- 
tion aims to combat competition from 
the suburban shopping centers. Ceare- 
Marston is the agency. 

134,000 entries were received on 
the Piel Island contest. . . . Cold Seal 
has a very clever Christmas premium 

a pack of stencils for use in window 
decorations with Clas-AYax. . . . 
I niqne tie-in commercial by \rapa- 
ho Basin on KOA-TY, Denver, weather 
show. The ski resort has inserts on 
weather show map illustrating skiing 
conditions. 

Slenderella story in Collier's issue 
21 December will gel heavy radio 




TV STATIONS: WIlKIt "Inmilv Slalion" 
oiol In ill ;im;il ie;il|\ illn-liiili il 1)\ real fami- 
li< < I pnpi-cl in ^Kinp iicliv il\ -Ikiw I) (Hi -lide- 



plugs for two y\eeks beforehand. (Cam- 
paign will include 163 -tation- u-ing 
local spot plus CBS Radio network 
shows sponsored by Slenderella. Com- 
mercials will include mention of four 
other lead articles as well as the Slen- 
derella feature. Management \--oci- 
ates of Connecticut, agencv for Slen- 
derella. is also interested to -ee efTed 
of the radio promotion on Collier's 
circulation. 



AGENCIES 

Gardner agency expands 
farm marketing activities 

Cardner Advertising agency. St. 
Louis, long a specialist in farm market- 
ing and advertising, takes an even 
stronger step in merchandising its 
farm know-how by setting up a Farm 
Marketing Advisory Board with broad- 
cast media, copy and art sections. Paul 
Nelson has been appointed farm spe- 
cialist in radio and tv. 

Trade group explains 
agency functions in book 

Functions and services of the adver- 
tising agency are outlined in a League 
of Advertising Agencies booklet which 
lias just gone into its second edition. 

What Every Businessman Should 
Know About Advertising Agencies 
costs 25(* and details for business peo- 
ple how the agency serves a client, how 
an advertiser can select an agency and 
how a client can get the most service 




RADIO STATIONS: Michael Day and \\ \KL 
lioili (•(•'i-linitiiig llicir lOtli birlltday as 
ilie yttriiifi-iei Iieconnv- pic-idi-iu-for a day 
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SPONSOR 
NOW 

PUBLISHED 
WEEKLY 

WITH A 
FOUR-POINT 
EDITORIAL 
PROMISE 



1, essential reading 

2, useful reading 

3, fast reading 

4, easy reading 



A complete weekly wrap-up 
in depth for busy agency 
and advertiser readers. 

Seven out of ten copies to tv radio 
minded agencies and advertisers. 



dered from the League at 220 W. 12nrl 



St.. New ^ <>ik. 



Be rniiiighani. 



ABC Radio morning 

block adds more advertisers 



Mars, Inc., Chicago randy manu- 
facturer, moves its $2-million account 
to Knox Reeves from Leo Burnett. . . . 
. . . F. II. Ihtyhtirsl Co., Toronto 
and Montreal, will handle the Nestle 
of Canada account after 1 March, serv- 
icing nine of its food and medical 
products. Among them: Neslea. Ever- 
Read) Cocoa. Semi-Sweet Chocolate 
Morsels, Lactogen, Arobon, Pelargon 
and Nostargel. 



Castle man & 
Pierce. New York, is marking its 
25th amihersar), and has designated 
three men as new officers and direc- 
tors. The) are John Midler, vice presi- 
dent and treasurer; Porter Leach, vice 
president who will take charge of 
motivation research studies: and Mer- 
rill Lindsay, vice president-secret an 
and director of public relations. . . . 
Kmlner Agency president J. II. S. 
Ellis announces that the New York 
agenc) is inaugurating a management 
training program for selected staffers. 
First to participate in this special 
training is Llo\ d Delanev. who has 
been with the agency 11 )ears. He 
will attend the Harvard Business 
School. 



NETWORKS 

NBC TV realigns 
a.m. program line-up 

Ding Dong School, which has had 
dill) two quarter-hour sponsors this 
season, w ill be missing from NBC TV s 
morning line-up after 31 December. 
Realignment will move the Home show 
to the 10-11 a.m. slot: The Price Is 
Right, new audience participation 
show, will switch to 11 a.m.: and a 
new program will take over the I I :30- 
noon berth. 



ABC Badio continues to add spon- 
sors to the roster for its segmented 
morning shows six new sales and two 
renewals ha\e been racked up this 
week. Since the segmented selling plan 
{Please turn to page ()i>) 



no more Siesta 

inTUCSOX 



just bounding 



t * M 





3rd fasfestgrowin<j 
market in the USA. 




IdOPO-TV 




A Ccnc Autry Enterprise • E. S. Mittendorf , Cen. Mgr. 
Ceorge P. Hollingbcry Co., National Rep 
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INDIVIDUAI 




WXYZ-TV is Detroit 
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INSEPAEABLE 



KABC-TV 
IS LOS ANGELES 
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IS 

MAY YOlilv 
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iVcio I r or/t-, Chicago, Los Angeles, San Francisco and 
Detroit, ABC ownership and operation means 
dedicated service to both advertiser and community. 

Combining local tastes with increasingly j^opular 
ABC Television Network shows, each operation 
strives to reflect its market in every way. 

Thus, the credo for Channel 7 in these key markets 
of our country means business and entertainment 
for the communities which they serve. 




tel« vi*>on network 



t> i tli> back. 59 new 

■ ( J \ . i \ .»i r iicd on. 27 of these 

tut r>\ to network radio. 
New -t -ponsors include: \nierican 
I',, ( urn. 1- i ilo Co. t J >ot li using net- 
work radio for llie first timet, Good 
Ih u-ekeeping. Magla ironing hoard 
o\ ers mid Kenu/il. 



\RC Kudio allilintes will receive a 
i..V< increuse in compensation as of 
1 Januarv. . . \B-PT has declared an 
extra common stock dividend of 30c 4 
a share. I0c o\er last year's extra 
div idend. 

England he seeing Hitch- 

cock I'rescnls, successful CBS TV 
iu\sler\ series. next season. . . . 
ABC-TV's Cheyenne and Conflict 
series now ranks as ninnher two in 
hour drama- according to Nielsen s 
-eeond Octoher report. The alternat- 
ing programs produced In Warner 
Brothers showed a 11.2 share of audi- 
ence topped onl\ l>\ Climax with a 
I I. a 

"Explosion iu\\ ertising** is tele- 
vision's meal according to Hohert Mc- 
Fadyon. NBC manager of sales and 
merchandising j)lans. McFadyens 
term refers to showmanship approach 
to "Mast people out of their inatten- 
tion. Pxainples cited: prime sports 
e\ent.s identified with Gillette, and 
I'eter I'an width gathered the largest 
single ad\erlising audience ever for 
Ford and l!C \. 

COMMERCIAL 

Lever spurs efforts 
on film quality front 

Lexer l!ro>. long concern with lack 
of iiuprox emeul in film commercial 
(pjalilv has hegun to hear fruit. 

I.c\ers assistant program manager, 
Biehard I hi lie. told meeting of Nation- 
al lelexisiun film Council in New 
^ ork l.i November that committee of 
Lcm r a 'i-ii< ics ha\e hecn at work on 
tin- piolilcin fur 10 week-. Inter- 
a-ei i v jroiip coii-isls of BBDO. ICM!. 
JW I. KM MI'uUl. s>C,\B. 

Diil.e Uo rcxcaleil thai agcucx 

/.lollji leid mil ;it l.i'MT llon-c Ism) 

f -i -k | s% 1 1 1 ■ repre-entatix es 

• f two neiw. ik ( 1!^ mid NB(. I and 
" i ■ up ol I , Ni \ ^ hi k film prndiii - 
ci - it " *\ ii f i In i ii i * 1 1 1 1 if * i — ii[ I i | ni 
1'n.ilin . i- \--n ..IN \ in ; ,ir proh- 



lenis, Result of lids confah is that 
FP \ has tapped two inemhers for liai- 
son and held two meetings on the sub- 
jecl of improving, film quality. FP \ is 
also preparing a study of film quality 
standards. 

In addition. Le\er j)eoj)le have con- 
tacted Television Bureau of Ad\ crtising 
and Academy of Television Arts and 
Sciences. Lexer is seeking TvB's help 
in increasing number of stations with 
35 nun. projection equipment. 



Offers pre-tested, 
open-end tv commercials 

P re-tested open-end Iv commercials 
are being offered 1>\ Animation, Inc.. 
of Hollywood. Already completed and 
in use, according to Animation presi- 
dent Fail Klein, is a used car commer- 
cial tested in Detroit. The company 
will also release a scries of commer- 
cials for hanks. 

"Each of the spots can be easih 
adapted to regional use merely by add- 
ing the name of the local sponsor, ' 
Klein said. "Sharing the original cost 
of the film among several non-com- 
petitive clients seems a logical wax to 
spread ad\ crtising dollars. I expect 
this savings factor x\ill attract more 
adxcrlisers to spot tv and help others 
increase their use of tv time.'' 

Outstanding animated commer- 
cials w ill he on \ iew Monda) (26 No- 
vember! at a Film Festival held at 
Hotel Pierre. New York. Affair is 
sponsored 1>\ Screen Cartoonists Local 
J1-1L Titled ''Animation One." show- 
ing will be in hotel's Grand Ballroom 
between 5:30 p.m. and midnight. Be- 
sides displavs of animation, there will 
be a continuous showing of a speeialh 
prepared film featuring examples of 
animation taken from files of partici- 
pating producing firms. 

Peters, Griffin, Woodward 
to install giant calculator 

Peters. Griffin. Woodward this week 
announced that it will install a Rem- 
ington-Rand giant calculating machine 
in its New ^ ork offices. 

Similar in principle to Tv B's 
planned l!\M\C. the calculator will 
he a storehouse for information on 
availabilities, rates and allied data. 

It will process information gathered 
from P.C.W s 59 radio and l\ outlets. 



I See "Sponsor Asks. ' page 50 for how 
timcbuyers max use giant calculators 
as aids in buy ing. ) 

REPS 

Kentneky Radio Sales. x\hieh rep- 
resents 30 stations in the state of 
Kentucky, is making it possible for 
advertisers and agencies to huy from 
one to 30 stations on one contract, 
billed on one invoice and paid on one 
check. 

Says Harry McTigue. president of 
the firm: "1 have recently opened the 
eompanx after 29 years in the radio 
business, the last 13 of which xvere 
spent with WINN. Louisville, as presi- 
dent and general manager. Having 
served as president of the Kentucky 
Broadcasters Association, 1 think I 
know the problems of the industry."' 

II-R Television salesmen shown in 
picture on page 64, have become hon- 
orary Texans as a result of KGB I -'I V. 
Harlingen, Tex., promotion. Ten-gal- 
lon approach is geared to bring the 
Texas spirit to Madison Ave. The men 
plan to wear their Stetsons whenever 
thev make sales calls in behalf of the 
Harlingen outlet. 

Slide presentation on spot radio 
for life insurance companies has been 
developed bv John Blair & Co.. accord- 
ing to Robert E. Eastman, executive 
v. p. of the firm. The presentation is 
being given to the executives of the 
large insurance companies. Says East- 
man, "Most insurance advertising has 
traditionally been magazines and direct 
mail. The five leading magazines, hoxv- 
exer. used bv insurance firms, reach 
only 42' r of the population: so they 
must broaden their media base, bv the 
addition of spot radio." Spot radio, 
lie feels, can he used effecliv elv through 
its personalities to open doors for the 
life insula nee agent. 

Peters, Critlin. Woodward re- 
el nil) honored four more employees 
for five-year service, bringing total 
number of awards since 1910 to 43. 
The four recipients of gold xvalrhes 
and gold desk plaques were as follows: 
Robert F. Bailey, tv account executive; 
Gertrude Collins, tv cost estimator; 
Joan Broil, radio sales secretary and 
Felice Friese. also radio sales secre- 
tary 



hi! 
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TV STATIONS 

WSTV-TV discloses new 
coverage story to New Yorkers 

WSTV-TV, Steuhenville, Ohio, brass 
and staff last week unveiled their new 
coverage and market stor) in a series 
of hotel breakfasts. 

Basing its presentation on latest 
Nielsen Coverage Survey, WSTV-TV 
highlighted these figures: (1 ') 1,045,- 
580 homes: (2) 4.531.600 population; 
13) $7,347,533,000 total income: (4) 
the 498 retail outlets in Steuhenville 
alone do $80 million retail a \ear. 

Nielsen survey also showed WSTV- 
TV to be second listened-to station in 
Pittsburgh. 



WDBJ AM-TV completes 
$2 million expansion plan 

The 18-month expansion program 
just completed by WDBJ Radio and 
Tv, Roanoke, at a cost of $2 million 
has seen a former 22,000-square-foot 
building turn into a 98.000-square- 
foot modern structure for combined 
radio-tv operations. 

Along with the expansion move, two 

appointments were announced recently: 

Ray P. Jordan, managing director for 

the combined operation has been upped 

to v.p. in charge of broadcasting and 

John Harkreader. assistant manaKiii 0 
j. . ' . «r r 

director, is now assistant v.p. in charge 

of broadcasting. 



New tv stations: In the period be- 
tween 5 \ov ember and 17 \ovember. 
there were five construction permits 
granted and three applications for new 
stations. One station was authorized 
to begin operation. 

Construction permits were granted 
to: People's Broadcasting Co.. Lan- 
caster. Pa., for channel 21, 17 kw 
\isual with 360 foot tower; Brazos 
Broadcasting Co., Bryan. Tex., for 
channel 3. 60.3 kw visual, with 410 
foot tower: Paducah Newspapers Inc.. 
Paducah, K\ .. for channel 6. 58.3 kw 
visual, with 630 foot tower; Pine Tree 
Telecasting Corp., Augusta. Me., for 
channel 10. 316 kw visual, with 560 
foot tower and Stevens-Wismer Broad- 
casting Co., Port Huron. Mich., for 
channel 34, 22.9 kw visual, with 30 
foot tower. 

New applications were made b\ : 
Wilson Broadcasting Corp.. Worcester, 



MOW EVEN MORE THAN EVER 

Stodbttoi 't, 'Tfttet ^oitcaed ta Station 
HOOPER RADIO AUDIENCE INDEX 

STOCKTON, CALIF. JANUARY- MARCH, 1956 
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Spring 1956 Hooperatings 
show KSTN increases dominance 
of *Stockton Radio Audience. 



*America's 92nd Market 



Represented by Hollingbery 



SOUTHWEST VIRGINIA'S Pi04*e&l> RADIO STATION 





* 9 




THE ONE THEY LISTEN TO 
COST ... IS THE ONE TO 

SUY! 

In Roanoke and Western Virginia 
—that's WDBJ 

Your Peters, Griffin, Woodward "Colonel" 
has the whole, wonderful story 




WDBJ 

CBS 



I - , | AM 960 KC 

VtCZClW' ™ 94.9 m< 



Owned and Operated by TIMES-WORLD CORPORATION 



PETERS, GRIFFIN, WOODWARD, INC., National Representatives 
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Ma-- 1 in A v. New Bedford. 

Ma-, v ' kw \ isual. tower 1.000 
fet t . ' eraue terrain, plant >500.- 
.ir \ operating co>t >4.5.i55: 
i t' - Hi. >a>!< asting Co.. Monahaus. 
i >l . f. r i haune 0. M i 1 1 1 27.5 kw 
\ u. i . li'Htr ol° feet abo\e a\erage 
terrain. lant Ml^.Ool. > earh oper- 
atii _ « -loO.l^OO. and F. \nthon\ i 
- In., N.*w lied ford. Mass.. for 
ikmnel t>. 100 kw \ i-ual. tower 1.000 
feet aho\e a\ erage terrain, plant 
S'.TO.Il u>. \earl\ operating co-t N 7S0.- 
OOO. 

-"iii-de new -tation on the air is 
kCW ■ l'\ . Portland. Ore., which began 
operatn >j o No\ einher with a te-t 
pattern prior to it- connnercial -tart a> 
an VBC 1\ affiliate 17 December. 
Majorit\ -toikholder i- Mr>. V. Scott 
Kullitt. klNl- T\ . Seattle. 

( olor t\ i» coming to Fiieson in 
grand st^le. k\0\-l"\. in coopera- 
tion w ith the Junior Chamber of Com- 
• erce and other -er\ ice and promotion 
organization-, i- staging a color pageant 
complete with parade and old we-t 
trapping- 2 1-2 ^ November. . . More 
color promotion from kTVT with 
-lide u-ed on adjacencies to NBC color 
show- proclaiming. "If \oure not 
watching tin- -how in color \ on. re 
i li— ing half the show." bin- campaign 
wa.- kumched b\ Flint Distributing and 
ii\ e of it- RC \ dealers. 

" The Famih Station." \\ RkB 
n otto i- getting pictorial pla\ through 
the u-e of -lide- -bowing indi\idual 
( hua_o faniilie- in a group with o\er- 



la\ of "The Scott family of Chicago 
watches WBkB." (See picture page 
(>>. . . . WBZ-TV participated in 
Fire Prevention Week celebration in 
Boston by sending its cowboy star. 
Rex Trailer, up a 110 foot fire ladder 
to do rope tricks. Rex also managed 
to deliver a Milk) \^ ay commercial 
from atop his dizz\ perch. 

Veteran broadcaster. Tom 
Harker. has resigned from Morer 
Broadcasting. Bob W ood will succeed 
him as National Sales Director. . . 
WNVC IM-TV. Boston, has added 
Frank Luther to it> staff a.- consultant 
on children's program- and public 
affairs. 

k i W -T\ . Cleveland, reports an in- 
teresting item in the aftermath of the 
recent new -paper strike. YUiile the 
strike came in the middle of the elec- 
tions and the world crisis, suburban 
newspaper? and hou-e organs found 
that people a-ked most for radio and 
t\ -chedules rather than the latest 
news. Mam of these suburban papers 
and house organs plan to rim regular 
schedules now that the strike has dis- 
pla\ed such high public intere-t. 

RADIO STATIONS 

San Diego stations 
sell market together 

Vll seven San Diego radio stations 
ha\e banded together to e-tablish that 
cit\ a- a market unto itself. Objective 
i- to o\ercome the feeling of timebm- 
ers and media people that San Diego is 
a suburb of Lo- \ngeles. 



The group's presentation shows that 
San Diego is 125 miles from Los An- 
geles — while Philadelphia is just 90 
miles from New lork: Chicago 105 
miles from Milwaukee. If Philadelphia 
is considered a separate market from 
New \ ork ( and Milw aukee from Chi- 
cago^ then San Diego should be con- 
sidered separate from Los Angeles, the 
presentation contends. 

The attracti\e presentation also 
profiles the lower California city — 
population, income, sales, set circula- 
tion." 



Tvo-jear sales record was broken 
by k\\Y. Cleveland, with its October 
billings topped by 34 c c sales for the 
same time period last year. . . WARL. 
\rlington. \ a., made note of its 10th 
anniver-ary by conducting a contest 
for a \ oungster of 10 who w a- born 
close to the time the station took to 
the air. i oung Michael Alan Dav who 
was born within six minutes of that 
time was made pre-ident-for-a-da\ and 
took over management for 24-hours. 
I See picture page 64.1 

Harrj Ma-on Smith, veteran 
Croslev executive, is retiring as v. p. 
and head of ^ L\\ -Radio. He will con- 
tinue to ser\ e Croslev as special repre- 
sentative and consultant. . . . Vi TIC. 
Hartford is backing a 4-H project to 
raise $250 for vegetable seeds to send 
to Chinese boys on Formosa. 

Triangle Stations have scored a 
million dollar sales week through 



r~ - _ ■ 

V 
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national advertisers buying into fea- 
ture film programs. Biggest single buy 
came from Bristol-Myers with a 52- 
week contract for sole sponsorship of 
a film a week on each Triangle station. 
Other national advertisers include 
American Tobacco, Brvlcreem, Ponti- 
ac, Raleigh, and Coca-Cola. . . . 

FILM 

Audience promotion 
scheme seeks $$ claimants 

Max Factor and WPIX, New York, 
are using an audience promotion gim- 
mick to exploit the advertiser's spon- 
sorship of The Tracer. 

Distributed by Minot TV. the show 
is based on case histories from the 
files of the Tracers Compart) of Amer- 
ica, which locates people sought as 
heirs to unclaimed stock dividends, 
hank accounts, etc. The company is 
currently holding $2,750,000 in un- 
claimed assets. 

The film show is bracketed by live 
appearances of the station's chief an- 
nouncer. John Tillman, who gives 
actual names of people sought in the 
metropolitan area. Viewers are in- 
vited to send in tips on those sought. 
After a month on the air. the show has 
been responsible for the locating of 
10 persons, heirs to more than $30,000 
ill unclaimed monies. Latest ARB rat- 
ing gives the show a 5.3. 

This ' "giveaway" gimmick will also 
be used b) other sponsors of the show. 
White and ShufTord Advertising re- 
cently announced that Standard Oil of 
Texas will present the show in fi\e 
Texas and New Mexico markets. 

Walter Sehwimmer will distribute 
the first tv golf series involving com- 



plete 18-hole matches. Plans have 
been completed by Chicago sports film 
producer Peter DeMet to shoot the 
one-hour All-Star Golf series. Episodes 
wil be shot at fi\c clubs in Phoenix 
and Tucson, Ariz. Competing for the 
$78,000 in prize money will be Can 
Middlecoff. Sam Snead. Cene Sarazcn, 
Jimmy Deniarct. Jack Burke, Jr.. Ed 
Eurgol and others. . . . S. \\\ Cald- 
well, Canadian rep for CBE Film, has 
sold Life With Father to Delnor Fro- 
zen f oods and All detergent (Monsanto 
Canada, Ltd.) for showing on six Ca- 
nadian stations and one U. S. border 
station. 

Sereen Gems has started produc- 
tion on Johnny Wildlife, its first all- 
color scries. The series will be pro- 
duced independently for Screen Ccms 
b\ Briskin-Wildlife Adventure Co. 
Avith Jack DeWitt as producer. . . . 
CBS Film, which is preparing to sell 
Assignment Foreign Legion, starring 
Merle Oberon. reports it is the top- 
rated tv program in England, where 
the show was produced. Television 
Audienee Measurement gave it a 76.8. 



WCN-TV feature strip 
hits 73.8 audience share 

WGN-TVs 10 p.m. feature film 
strip got a cumulative 73.8% share 
of the audience for nine epiarter hours 
according to October ARB figures. 
The first run film, ''How Green Was 
My Valley," also pulled a 28.1 high 
quarter hour rating with an over-all 
average of 24.1. 

The Chicago station programs the 
10 p.m. strip with four first-runs and 
three second-runs per week. ARB fig- 
ures show consistent drawing power of 
the features in average high quarter 
ratings for Jidv through October: 
Sundays, 32.0: Mondays, 16.1; Tues- 
days, 13.5; and Wednesdays, 15.0. 

Feaure films arc also scheduled in 
earlier evening hours Saturdays and 
Sundavs. Sponsorship is by single 
local advertisers with average length of 
sponsorship topping four years. WGN- 
T\ notes interest of national advertis- 
ers, however, since recent establish- 
ment of a national sales staff. 

Feature films arc riding the 
erest as well at KROVTV, San Fran- 
cisco. ARB shows the station's "Ma- 
jor Movie Premiere" pulling a 17.0 — 
higher than all the other stations com- 
bined ratings. Gallo W ine Co. has 
complete sponsorship. 



RESEARCH 

Tv audiences up over 
1955, says TvB presentation 

Figures on tv's growing audience 
highlighted the Television Bureau of 
Advertising's presentation "Beyond the 
Motion Barrier" at \ew York's Wal- 
dorf Astoria 16 November. 

Using Nielsen figures, the TvB dis- 
closed that the number of homes using 
tv per average minute during the first 
nine months of 1956 was 18 r c higher 
than the comparable period in 1955. 
Gene Accas. TvB director of opera- 
tions, pointed out the increase in tv 
viewing was shown for every month, 
during the entire day and through the 
three day pails ( morning, afternoon 
and evening). The only exceptions 
were morning viewing in June and 
February. 

A comparison of network program 
audiences during the first nine months 
of 1955 and 1956 showed, according 
to Nielsen, the following increases in 
delivered advertiser audiences: (I) 
average weekday davtime program up 
21%; (2) average weekend daytime 
program up 21 r J ; 1 3) average eve- 
ning program up 18%. 

STOCK MARKET 

Following stocks in air media and 
related fields will he listed each issue 
villi quotations for Tuesday this week 
and Tuesday the week before. Quota- 
tions supplied In Merrill, Lynch, 
Pierce. Fenner and Beane. 
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BIRMINGHAM 

Alabama's fajft 



in Television' 

BLAIR-TV 
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Made One Great Market by the Only 
Coverage Beamed to Unify This Potential 



)kla. 



Tex. 



CBS}, 



Ark. 

THE RECENTLY DESIGNATED 
TEXARKANA METROPOLITAN AREA 
WITH 28,000 TV HOMES 
IS THE HUB OF 
THE MARKET TELEVISION BUILT! 



165,000 Sets Now in Range of the 
KCMC-TV Maximum Power Signal. 

58% Total Weekly Share of Audi- 
ence in 26 CoUntieS. (Feb. 1956 Telopulse) 

"Over 250 Sponsored Network 
Hours per Month" 



La. 



INTERCONNECTED 



ABC 



WALTfP M V/ Nh' OR 
G^n^rol Mono 



RICHARD M. PETERS 
Dir. Nail. SoIcj & Promolion 



Represented by 
Venard, Rintoul and McConnell, Inc. 



KCMC-TV 

CHANNEL 6 

TEXARKANA, TEXAS-ARKANSAS 



What's happening in Government 
that affects advertisers and agencies 



WASHINGTON WEEK 



24 NOVEMBER 

Copyright 1956 
SPONSOR PUBLICATIONS INC. 



NAKTB has made Itself a party to the Caples Company's court fight to over- 
turn the ban on Play Marko as a lottery. 

In its intervention as a friend of the court the NARTB raises these points: 
Whether the program is good or bad is beside the issue. 

Some 4,000 stations would be barred from engaging in sales promotion requiring visits 
to stores, while printed media would be under no such handicap. 

True prize, chance and consideration constitute a lottery but required store visits to 
pick up a playing card do not represent enough of a consideration on the part of the players 
to violate the law. 

The Supreme Court in a ruling on the case previously held that mere listening is not 
enough of a consideration to put such giveway programs in the category of a lottery. 

Now the FCC maintains that visits to stores where sponsor's product is sold does consti- 
tute such consideration. 



Looks like Liggett & Myers appears to be setting the stage for a court test of 
the promotional provision in the Robinson-Patman Act. 

The cigarette manufacturer thinks that the section which bans discrimination among 
customers in granting promotion allowances is unconstitutional. 

The attack will be closely watched by advertisers and by networks, whose radio and tv 
practices involving tieups with supermarkets to the benefit of national sponsors were hit 
recently by FTC action under the same section (2d). 

L&M has been charged by the FTC with flouting the act by: 

• Making payments to some dealers and not all for promotional favors. 

• Paying an automatic vending machine firm for dispensing matches advertising the L&M 
products without making the same deal available to other machine operators. 

L&M contends it did all this in good faith to meet competition but founds its main 
defense on what it says is the unconstitutionality of the act. 

FTC will have to brush aside the L&M defenses of the attacked practices before the issues 
can be joined on constitutional grounds. That this will happen looks pretty certain. 

Full hearings will have to he held before the FCC before any VHF grants are 
cancelled or UHF assignments substituted in the seven cities singled out for 
deintermixture. 

The reason: the FCC's lawyers have counselled such action since court fights on the 
changes are certain. 

There's a 3 December deadline for written arguments in the cases of the 13 areas 
involved. 

Markets affected are: Evansville, Ind. ; Hartford, Conn.; Peoria, 111.; Fresno, Calif.; 
Madison, Wis.; New Orleans and Springfield, 111. 



FCC is being pressed for action on the clear channel issue from two sides. 

The 14 50K stations, which compose the Clear Channel Broadcasting Service, and the 
opposing daytime stations think its about time the case was finally settled. 

No hearing have been held since 1947 on the CCDS' petition for security of the clear 
channels. CCDS says it can make ready quickly because all it has to do is bring the data up 
to date. 

Stations in opposition to clear channel protection take this stand: 

Clear channel giants no longer need the elaborate protection as in the early days of radio 
to assure full listener service because hundreds of stations have since sprung up in even the 
smallest communities to provide this service. 
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nothing sviooeedLs like success! 




out in front . . . 

eleven months in a row! 

WFIL-TV is rated first!* 

20.6% more than Station B 
139.2% more than Station C 

Monday thru Friday, 2:00-11:00 PM . . . the heart of the TV day. 
MORE PEOPLE WATCH CHANNEL 6 MORE OFTEN THAN ANY 
OTHER PHILADELPHIA TV STATION 

'Amoricon Peteorcb Bureau. December 1955-Oclober 1954 overage 




WFIL -TV 

PHILADELPHIA, PENNSYLVANIA 

CHANNEL 6 

ABC-TV 6 LAIR-TV 



operated by: Radio and Television Dlv. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa 
WFIL-AM • PM »TV. Philadelphia, Pa. / WNBF-AM • FM • TV, Blnghamton, N. Y. 
WHOD-AM. Harrlsburg, Pa./WFBO-AM «TV. Altoona, Pa./WNHC-AM • FM »TV, New Haven, Conn. 
National Sales Office, 2 7 O Park Avenue, New York 17, New York 



PITTSBURGH 





between PITTSBURGH 

and HARRISBURG 




Here's evidence— proving beyond any doubt— that you get 
over 75,000 more TV homes in central and western Pennsyl- 
vania by buying WFBG-TV in combination with Pittsburgh. 
No Other Station Combination in the Area Produces This Maximum 
Audience. Proof: ARB, March, 1956 Coverage Study. 

THE ONLY BASIC CBS- TV STATION 
SERVING THE AREA 



WFBG-TV's Unduplicated WFBG-TV's and Station B's Pittsburgh's Primary Areo 
Primary Area Duplicated Primary Area 




WFBG-TV 

AITOONA, PENNSYLVANIA 

Channel 10 

ABC-TV • NBC-TV 
Rtpretented by BL AIR-TV 




operated by: Radio and Television Dlv. / Triangie Publications, Inc. / 4-6th & Market Sts., Philadelphia 39, Pa. 

WFIL-AM • FM • TV, Philadelphia, Pa. / WNBF-AM • FM • TV, Blnghamton, N. Y. 
WHGB-AMjHarrlsburg, Pa./ WFBG-AM -TV A'toona, Pa./ WNHC- AM • FM «TV, New Haven, Conn. 
National Sales Office, 270 Park Avenue, New York 17, New York 



A roundup of trade talk, 
trends and tips for admen 




SPONSOR HEARS 



24 NOVEMBER The biggest talent proposition in a medium noted for bigness is being con- 

smnsorpubucationsino. sidercd b\ NBC TV. It involves Frank Sinatra. 

Sinatra is envisioned as singing, acting, mc-ing, and sparking a half-hour show that 
would add up to between a §150,000 and $ 175,000 gross for bis end alone. For this 
he would do 26 shows a year for three years — providing that at the end of that time he 
would have netted about $3-million for himself. 

CBS and ABC have a chance at the grab-bag, too, through Sinatra's agent, the William 
Morris office. 

Nobody wants tu share bis program alternately with a sponsor who makes the 
combination look ludicrous — a cake mix, say, with a tummy-ache remedy. And nobody 
is more careful about such mixups than the cigarette companies. 

That's why American Tobacco, which controls Hit Parade, thought it expedient that 
Listerine's advertising be confined to a winter time schedule — and then only on a real 
safe and sane subject: colds. 

The tide of electronics bus some strange eddies. One that's swirling around right 
now concerns union sanction of modern troubadours — the instrument-playing person- 
alities and groups who wander from spot to spot. 

To keep these fellows from spoiling local employment, the AFM ruled in the horse-and- 
buggy days of broadcasting that the itinerants stay put for six months before they get a 
transfer card. 

Today, however, the power of stations is such that the minstrels can spring up on the 
edges of the coverage area, seek employment at the station, and be stymied for half a year 
— because the union ruling of "station-city" may include only 30% of the cover- 
age area. 

Stations are hoping that Jimmy Petrillo will sympathize with this homeless tribe and 
get everybody off the hook. 

A liv-prochiet of tv that's become more and more alluring to big sponsors 
is an in-lbe-flesb claim on the star-host or name announcer. Because the audience 
(including dealers and distributors) can see and hear the personality (sometimes in color) 
he is in demand a-; the friendly, trustworthy guy that lends a glow to his sponsor. 

But this takes a special kind of person. He must have: 

• A willingness to travel. 

• Broad interests. 

• Professional training and tnet. 

• A hardv stomach for rhieken dinners and winter plane rides. 

This is a long throw from the old-stvle corporate ambassador whose ability with stag 
joke? and spirits marked him as the "<xood time" salesman. The new version — like tv — must 
be the "parlor" tvpe whose gentilitv makes the whole family at home. 

Two outstanding examples of the new genre of goodwill salesmen are Ronald Reagan 
and BUI Luuriigsm. hosts of the General Electric Theatre and Climax! (Chrysler), respec- 
tively. 

Before that. Ed SuIIi\:ni already had hopscotched around country for Lincoln-Mercury. 

Of the name announcers who double much as goodwill travelers, Betty Furness is pretty 
much in a ela^ | )V herself money-wise and as an attraction. On a smaller scale there's Mary 
Kay and Jnhiiin. attached to U.S. Steel. They're guaranteed $40,000 a year for the two- 
fold function of announcers and goodwillers. 
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IDig that rion 
Cincinnati market! 
You can do it with 

? 




Yes— the "Queen City of the West" 
is bustin' out all over. New plants- 
big ones! Tremendous home-building 
activity! Gigantic expressways to 
ease traffic congestion and provide 
convenient ingress and egress! 
And Cincinnati folks are alert to 
what's happening. They listen to 
WKRC— at home, and in their cars. 
You can tap this billion dollar Plus 
market by using the station greater 
Cincinnatians prefer all day long. 
Daytime provides the most radio 
listeners— and WKRC leads All Day! 

Co 



Leads All Day 



A TAFT STATION • Represented by the Katz Agency 



FOR CINCINNATI. THERE'S ANOTHER KEY 



Exclusive CBS Schedule 



Ken Church, Vice President and National Sales Manager • Oon Chapin, Manager, New 
York Office. 550 Fifth Ave. . RAOIO CINCINNATI, Inc., owners and operators of WKRC 
Radio and WKRC-TV in Cincinnati, and WTVN Radio and WTVN TV in Columbus, Ohio. 
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KPRS 



is the KEY to 
Kansas City's 127,600 
Negro Market 



o 



n 



The ONLY station in the rich Kan- 
sas City Metropolitan area beamed 
exclusively to the Negro Market . . . 



KPRS 

1000 W. — 1590 KC. 
Kansas City, Missouri 

Represented nationally by 
Joseph McGillvra, Inc. 



< onliiiiiili*"-. eiitilled "Mil«*- 
-lono." focllM'S the 

lijjlil <>>> huiMirtsinl o\«'iil> 
iiml problem- wliicli lia\e 
-.li;i|.«<l I hi* Aim ri«;iii -relic. 
Drcriiilx rV rc!«';i-<- iVilliirrs 
lour complete Imlf - 1>«>" r 
-hows — rimU for immeili- 

,,,, iikxiiIi. well wril- 

lrn scripls fur a \ariclj <if 
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FUN WITH MUSIC" 
December 2, 1956 

LATIN AMERICAN CARNIVAL' 
December 9 1956 

AMERICA'S BEACON 
TO THE WORLD'' 
Bill ol RiRhts Day! 
December 15, 1791 

MILESTONES IN MUSIC 
December 24, 1956 
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n in in 
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I ill i,iii lor il. llill-. 



for 
iinr 



BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 



SPOT RADIO 

{Continued from page 211 

lions in fax or of t\ . Even toda\. its 
spot tv billing is some eight times larg- 
er than its spot radio expenditure, hut 
this agency s v. p. in charge of media i> 
currently supervising a major research 
project to determine radio costs and 
optimum frequency. 

"We nun he slower going hack into 
the medium on a large scale than some 



other agench 



." he told SPONSOR. "Es- 
sential!}, this is hecause some of the 
drive into radio stems from the pinch 
on budgets created by tv. Most of our 
clients have such large appropriations 
that they can afford to use tv with ade- 
quate frequency. But I suspect that 
spot radio will continue to increase in 
the future. And I know we're going to 
recommend it for more clients since it 
affords good frequency at an advan- 
tageous cost. We feel there's not much 
I difference throughout the day and ad- 
vertisers can get the most out of the 
medium by buying a spread through- 
out the da) ." 

I his. in more detail, is how agenc\ 
mediamen and rep executives analvzc 
the current trends in spot radio buy- 
ing : 

I. Saturations- While isolated ac- 
i counts used as man) as 100 and even 
■ 200 announcements weekly as long as 
two years ago. higher frequencies have 
become the rule rather than the excep- 
tion this year. Even Nescafe, a pio- 
neer of the radio saturation blitz, has 
stepped up its frequency this vear. 
Other advertisers, like Carter's Arrid. 
for instance. I through SSCB ) went 
back into radio on a modest level last 
fall, with a five-a-vveok frequenev. 
This vear. encouraged by the results. 
\rrid is Inning 15 a week, and may 
step up the frequenev even more in 
season. \rrid also doubled its radio 
markets from 35 last vear to some oO 
markets this v ear. 

'"Spot radio has become a part of 
Pall MallV regular schedules." sa\ s 
SSCB buyer Walter Howe. "We've, not 
only stepped up the frequency in driv - 
ing time from five to 15 a week since 
last vear. but we've substantiallv in- 
creased our market coverage. 1 his 
vear we're in 10.'? of the top 125 mar- 
kets." 

Nescafe I through Brvan Houston) 
liM-s anywhere from 25 to 250 an- 
nouncements weeklv this vear. often 
going into as many as seven stations in 



a rkct? 



he in.-tant coffee gen- 



erally uses some 90 stations in 50 top 
markets for three annual promotions. 
( For other examples of current spot 
radio campaigns, see Spot Buys, page 
62. 1 

2. Flurries — The use of high-fre- 
queney wav es of radio activ ity came to 
a peak of popularity last year; in 1955 
it wasn't unusual for an advertiser to 
go into a market for two weeks, stav 
out four, go back in once more. This 
year, there's a general trend towards 
staying with a schedule longer. Ev en 
the two-week advocates, again like 
Nescafe, now stay in for four, six or 
even 10 weeks at a time. 

"This is particularly true in launch- 
ing new products/' say s K&E associate 
media director Phil Kenny . ''Spot ra- 
dio has become popular in introducing 
new products, often in combination 
with newspapers as well." 

Quaker State (through K&E I had 
been a traditional print advertiser. 
Last year the account tried radio, both 
network and spot. The effort was so 
successful, that one-third of the ac- 
count s budget this year is in radio, 
with more frequency of announce- 
ments used for longer time in more 
markets. The emphasis is on weekend 
and peak driving hours. 

"Most advertisers still concentrate 
their radio spending in short flurries, " 
says Kenny. "But concepts of 'short 
are changing from two-to-four weeks 
to more eight and 10-week cam- 
paigns." 

The indication is that longer cam- 
paigns give clients the benefit of better 
cumulative ratings, making it possible 
not onlv to reach more radio-homes, 
but also to reach them with more ef- 
fective frequency than the two-week 
blitz might deliver. 

As BBDO media director Fred Bar- 
rett told sponsor, iii analysis of 
BBDO's recent booklet, "A Discussion 
of Radio.'" the emphasis is on finding 
new vvavs to reach more people more 
often at a low cost. One example cited 
was a recent 55-station buy for a 
BBDO client (see "How BBDO uses 
tadio today." sponsor 27 October 
19561 : 

BBDO bought over 50 stations for 
13 weeks with about 25 or 30 an- 
nouncements v\eeklv per station. I liese 
announcements were a combination of 
i nil - of -schedule phis fixed -posit ion 
bnvs in high-rated slots. The empha- 
sis was upon reaching the highest num- 
ber of different homes. To BBDO, this 
means buying sufficient wattage and 
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keeping the campaign going long 
enough to benefit from audience turn- 
over. 

3. New clients — Foods and drugs 
ha\e come into the medium increas- 
ingly in the past year. Rut new ciga- 
rette brands are probably the most 
notable newcomers to spot radio. 

"Among the new advertising cate- 
gories or those which have allocated 
more to spot radio are the new ciga- 
rettes," says George Dietrich. NBC 
Spot Sales director of radio spot sales. 

"Also, established brands are add- 
ing greatly to their spot radio bud- 
gets. Food money is stronger due to 
the fact that competition is keen and 
also because trading stamps have 
heightened competition. More cold 
remedies are coming in. This vear has 

IT j 

seen a great upsurge in cold remedy 
allotments to the medium." 

Says a McCann-Erickson media ex- 
ecutive: "Radio is getting a big play 
from foods particularly. The big rea- 
son is that budgets can't keep expand- 
ing and rate increases in tv have 
forced expansion into radio. From 
such early use of spot radio, food cli- 
ents are finding that they can get low- 
cost circulation from the medium." 

As one top agency media director 
pointed out, five years ago radio bud- 
gets were cut into by tv. \ow there 
are instances of a reverse switch, al- 
though the general method of media 
planning today calls for radio recom- 
mendations being included in the very 
earliest media strategy. 

''Several traditional print advertis- 
ers have come into radio this year.'" 
says Katz radio sales manager Morris 
Kellner. "Millium, a lining for clothes, 
is just one example of this trend. But 




"You're very fortunate — our KRIZ 
Phoenix 'Special' was planned espe- 
cially for feet that are feet!" 



old-time radio advertisers like Pac- 
quin's are also staging a comeback." 

It's the combination of new clients, 
bu) ing longer campaigns of higher fre- 
quency that accounts for a bulk of the 
spot radio increase. "Automotive* are 
always heavy in fall." says Blair v. p. 
Bob Eastman. '' The a\erage length of 
campaigns this year, if you can aver- 
age it. is eight to ]() weeks compared 
with two to six last year. But there 
are also more 26- and 32-week cam- 
paigns on the part of food and drug 
clients who want to carve out fran- 
chises. Everybody did bis best to ac- 
commodate the auto business this fall, 
for instance. Rut the car clients are at 
a disadvantage compared to the num- 
ber of long-range accounts." 

4. Spread — In many cases, say me- 
dia directors, buying earl) -morning 
radio has become a client cliche. The) 
feel that some advantages of daytime 
and evening radio outweigh the rat- 
ings differential. 

"Multiple-spotting has become a 
problem on some stations in the oxer- 
crowded early-morning hours," said 
Robberteen. "Usually, "lost efficient 
use of radio dictates saturations and 
this necessaril) means buying a 
spread."' 

"The spread is greater in the past 
three or four months," says Mitchell 
DeGroot, director of radio sales, Paul 
H. Ra)iner. "Early-morning is still the 
'hot' time and is used on the basis of 
the campaign, but all hours are getting 
their share. ' 

Part of the reason for the greater 
spread being bought is the verv tight- 
ness of the most popular periods, of 
course. As Paul Weeks, v. p. of H-R 
Representatives, puts it: "Concentra- 
tion used to be between 6:00 and 9:00 
a.m. Now 4:00 to 7:00 p.m. is a sec- 
ond peak of popularity, but more cli- 
ents are buying throughout the da)' 
as well.'' 

5, Future — In 1957 national spot 
radio sales ma) increase 20 to 25^ 
over boom-} ear 1956. So runs the con- 
sensus among a dozen rep firms. This 
estimate is based on a number of indi- 
cations. For one thing, buyers have 
already begun asking about spring 



availabilities for major brands. I ntil 
this )ear, most agency men felt that 
spot radio could be bought in the last 
minute. The fact that they're request- 
ing schedules now shows that the) "re. 
aware of the boom and are trving to 
protect their client's spot radio plans 
by placing orders earl)'. 

Also, major agency mediamen have 
indicated that 1957 media recommen- 
dations for man) clients who had not 
been active in spot radio in the past 
few \ears now include plans for using 
the medium. 

Llo)d George Venard, president of 
\ enard, Kintoul and McComieH. sa>s: 
"1 he resurgence of national spot ra- 
dio is partially due to the fact that the 
national advertiser has discovered the 
value of saturation campaigns. Be- 
cause of this, announcements will be 
bought in all hours of the day and 
night on a saturation campaign, as sat- 
uration spot radio is a proven ca^h 
register ringer."' 

"WVve found many creative uses 
for spot radio,"' a Ted Bates media 
executive told sponsor. "It's an in- 
tegral part of our advertising plans. 

His views are echoed today in media 
departments in all major agencies. ^ 



SURVEY OF TV 
COM'LS 

With the support of the General Federa- 
tion of Women's Clubs and other civic and 
social agencies around the country, the Na- 
tional Audience Hoard is beginning a sur 
vey of tv commercials. Unusual factor is 
that the organization, normally concerned 
with "good taste" in tv offerings, is as 
much interested in sales impact of the com- 
mercials reviewed. 

Survey, in the form of questionnaires, 
to be distributed by GFWC and some 'US 
other groups in at least 64 cities, will cover 
commercials of network, national spot and 
local origin during the week from Nov. 20 
through Dec. 2. 

Reprinted from Variety, Oct. 24, 1956 
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lowest 
cost- per- thousond 



in Columbus 



WVKO 



cost per thousand is 
49% lower than its 
closest rival. 



WVKO 



delivers 5.3 average 
between 8 and 6. No 
ratings below 4.0. 
Pulse: Sept.-Oct. '56. 



WVKO 



covers what counts! 
800,000 people in half 
millivolt contour. 
550,000 of them are 
in Franklin County . . . 
the home county. 



WVKO 

Columbus, Ohio 

ffct station with 
a p§rsonallty. 



Ik&ik ASids-huk 
<ml ctMFoijoe 




• cl radio 
SMAKERS 




James M. Seward has been named execu- 
tive vice president of CP>S Radio, a posi- 
tion thai has remained vacant since thai 
division and the CRS TV Division were 
organized as separate operating entities in 
1951. Since that time hoth Seward and J. 
kellv Smith had been serving as adminis- 
trate vice-presidents of CRS Radio. Smith 
has resigned his position for reasons of 
health, lie will, however, continue in a consultant oapaeit\ after 
31 December. Concurrent with the appointment of Seward to his 
new assignment, Jules Dundes was made vice-president in charge of 
station administration. Roth appointments took effect 19 November. 
Seward had first reached the statu;- of a \ ice president in 1949 when 
he was put in charge <>f business affair- for network programs, lie 
has been with CRS since 1933 when he joined the production staff. 

Stuart Henderson Britt has been named 
administrative vice president of Karle Lud- 
gin & Co.. according to an announcement 
made h\ Karle Ludgin. chairman of the 
Hoard of the Chicago agent*}. Rritt will 
assist Ludgin and \ incenl R. Rliss, presi- 
dent of the agency, on various administra- 
tive matters, in order to gi\e them more 
time for creative work and client service. 

For the past five vears Rritt has been a v ice president, member of the 
plans board, and director of research of Xeedham. Louis and Bror- 
bv. Inc.. Chicago. During the prev ious six vears he had served in 
various management positions with MeCaim-Eriekson. For several 
vears Rritt has been a consulting editor for the publishing house of 
\b Craw-1 Iill for their series on advertising and selling, lie s co- 
author of the hook Advertising and Research, with 1). R. Lucas. 




Matthew (joe) Culligan, 

v. p. in charge of \RC Radio, is a man who 
moves fast, lie came to the post onlv 11 
weeks ago: last week he went barnstorm- 
ing across eountrv to sell a new plan to 
^jA<^^^~^ affiliates. This plan includes: 1 five-min- 

Jm^^L ^V^L uto news broadcast hourlv from 7 a.m. to 

I wL / ViMhk I' -1 " - ON(>r I"" ll(> ' ? "hot line" news 

service direct from Radio Central, \.Y. 
designed to give local personalities new prestige as ' newsbreakers": 
(3) a 7..V f increase in station compensation: ( 1) 70-second station 
breaks permitting one-minute local sells; {(>) right for affiliates to 
-ell into open net programing, subject to recapture. Apparcntlj 
\RC affiliates ■»<•<> the plan through Culligaus eves as a stimulus to 
greater revenue. 1 1 i- meeting with acceptance. Success is nothing 
new for Joe. \RC T\ *s Today was losing SI million a vcar when 
|oe c ame to doctor it: sales spurted to $10 million in following vcar. 
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Louisville's 
BEST KNOWN FIGURE 




He's the WHAS-TV Channel 11 figure, reminding viewers in this 
instance of WHAS-TV's popular 6:00-6:15 pm, Monday through 
Friday interview program, "Small Talk". At other hours he 
addresses a typewriter and becomes a sportscaster to promote 
another WHAS-TV production, "Sportraits". 

Many local and national advertisers recognize the value of 
participating schedules on these and other well-produced 
WHAS-TV shows. The Channel 11 figure constantly reminds 
viewers of WHAS-TV's excellent programs. 

He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 

Are you participating? 



VICTOR A. SHOLIS, Director 

NEIL CLINE, Sfofion Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 
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STRIKETH 

THE HEART 
OF WISCONSIN 




REPRESENTED BY 
MEEKER TV 
NEW YORK, CHI., IOS 
ANGELES, SAN FRAN 

HARRY HYETT 
MINN. - ST. PAUl 



540,420 POP. 
153,680 HOMES 
$567,064,000 '"^l,*,*""' 



totfaultf. 




WAUSAU, WIS. — 

OWNED AND OPERATED BY 

WISCONSIN VAUEY TELEVISION CORP. 




Reps at work 



recognizing that television wi 



continue to grow only insofar as it 





Tom Judge, eastern sales manager of CBS Television Spot Sales. 



continues to attract new advertisers, feels that the medium should 
offer the customer some proof of what it can do. "Main com- 
panies." says Tom, "cannot or will not hire research staffs to test 
the medium. In this way. they 
restrict themselves to the tradi- 
tional forms of advertising. We 
have tried, he continues, '"to at- 
tract these hesitant companies by 
our 'spot check" plan — an arrange- 
ment we have with a research or- 
ganization whereby new spot ad- 
vertisers have markets checked he- 
fore and after their first television 
campaign.' Judge says that thus 
far the spot check plan has proved 
successful, perhaps because it of- 
fers strong evidence as to the pulling power of the visual medium. 
In his words: "So far, we've been verv satisfied with results of the 
plan hut whatever method is used, reps are only going to attract 
the new business so vitally needed in a growing industry by pre- 
senting evidence of what television can do. In the medium's present 
and mature state, we must increase our services to advertisers. - ' 



Richard O'Connell, president. Richard O'Connell, Inc., feels that 
today "s buyer and account man are fortunately looking more and 
more into specialized radio and its bonus effect on sales figures in 
specialized areas. "This applies.*' says Dick, "particularly in the 
Spanish-radio and tv field and in Negro radio. Hut an unfortunate 

by -product of this new awakening 
is the old-hat contention that 
special money must he appropri- J 
a led for these specialized markets. 
This is basicallv unsound, as the 
very purpose of spot buying is to 
take advantage of the peculiarities 
of a given market and its media. 
Hence Spanish stations should 
oiilomaltcally be included in spot 
campaigns embracing markets of 
Latin complexion.' 0 Council says 
that this also applies to \egro I 
markets. Too often entire budgets end up with all the accent on k 
what is really the minority faction of a market. "The old bromide 
of 'why fight it join it is applicable in light of todav's specialized 
research available to clients and hovers who must sell their wares in 
these markets. Of course, research slide rules arc not manufac- 
tured: but the specialized- market picture has vastlv improved 
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FAITH 

Inborn — a child's faith. 

But faith. ..in business... must be earned. 

That's why when we make a sale, we 
also try to make friends. Friends won 
through the sustained action of promises 
performed. 

As we see it, that's not only good busi- 
ness philosophy. It's good business, too. 



AVERY-KNODEL 

INCORPORATED 



NEW YORK ATLANTA DALLAS DETROIT SAN FRANCISCO LOS ANGELES CHICAGO 



Spot radio in transition 

H\ ilii- lime next \ ear \on nia\ stand in line to buy spot 
radio in laic afternoon antl early evening. 

We in. ike tlii- pred id ion because we sense a media revolu- 
kiii in ibe making. Following its brief dip in billing- la si 
\ear -pot liitlio v\i'l break all previous records this year. 
\e\l \eai look- -lill betler. as we read the -igns. 

\\ b\ i- ibe medium thai lo-t momenlum in 1955 back on 
ibe up-whig in 1956? Mow has the medium been ehauged 
lo attract more client-'.'' 

The aii-wer to both questions is the same: ll is not the 
medium which ha.- ehauged but the attitude of die clients 
toward il. 

Some two \ear- ago -pot radio had adjusted its operation 
lo fit die need- of the television era. ll was highlv flexible, 
lower in co-l. and beginning lo sell creatively. Vet the 1955 
det line came simply beean-e -pot radio's -ale-men had not 
\el -m i ( ( (led in establishing a positive psychology among 
ad\ ei I i-er-. Main boiiglil the medium with secondary interest 



tor -ecoudarv pnrpo-es. 

Todav client psychology has begun to change. SPOXsOK 
liiid- adverti-ers bu\ing die lnediuni enlhusia-tieally lo ac- 
coinpli-h ba-ie ad\ crt i-ing objective-. Thev have discovered 
-aluratioii radio, radio - eeonoim . and many more u-efnl 
\alne-. \geiicie- lell us: "We no longer have to sell our 
client- on -pol radio. Thev re sold. \o\\ we can concentrate 
on wa\- to n-e the mediinu ci eativel v.'" 

What has happened in 1956 is that the bard, creative 
-elling b\ individual representative firm-. bv ,-lation-. bv 
Sl{ \ and l» \K ha- fiuall\ penetraled. Now watch the mediinu 
go. \nd il \ on re an ad\ erli-er, -il down right now and 
examine the implication- for \ou ol the revolution in 
p-\chohig\ dial*- taken place. (See the lead article this 
i— lie. page 23.) 

Ibe -wing ol the p-\ eholog'n a I pendulum means spot 
radio i- going lo be in demand iucrea-ingh . ll means that 
il \on ie lo e-|abli-h franchises for the limes yon want, now 

die limo |o iiio\,.. \\ ,. repeat. You'll -land in line next 
V'l' loi main period- which are now roadilv available. 



THIS WE FIGHT FOR It's hard lo belie, e. 
Iml ii slil/ litis no official sel count and the 
piohlfin hfi-oimw more acute erer\ day. Is 
<nloi ii s "lohtli accelerates, l/ie need iiill he 
all the iiioi e at lite for an accepted census of sets. 




lO-SECOND SPOTS 

Watch-dog: CBS T\ ha- appointed 
an animal censor to make sure ani- 
mal- appearing on their net maintain 
a "'certain dignih.' Donn. Hover, and 
don l scratch lluil flea! 

Toyland: I \ s impact on -mall fr\ is 
reflected in some new toss for Christ- 
ina-: a Jackie Gleason game and a 
Dragnet ("rime Laboratory, ind uhy 
not tot-sized I nivac? 

Definition: "Clear Time"" is when 
you're just sitting around at vour desk 
with nothing to do. 

Competitive situation? Li-ted in the 
credits as writer of a Screen Gems' 
Captain Midnight episode sponsored 
h\ Ovaltine was W allace Bosco. 

Ratings and sex: At RTLS meeting. 
Sam Cook Digges. gen. mgr. WCBS- 
T\ . said: "Ratings are like sex: when 
thev re good, they're \er\. very good, 
and when thev 're had. thev 're -till 
prettv good."" 

Ice-breaker: Anderson & Cairns is 
running institutional ads in V ^ . 
papers introducing members of their 
agenev famiK. Last week, one featured 
Carroll Cronin. head of traffic — de- 
scribed her as a "studs in tenacit\, 
tranquillity and tact. ' Ad concluded. 
"Win "dont \ ou pick up that phone 
and ask for Carroll Cronin. . . ' First 
of about half a dozen calls that Carroll 
received was from a man who refused 
to divulge his name. "Silliest thing I 
ever did.' - he said, "but 1 read the ad 
and just had to call von np. 1 hen he 
hung up. 

Scrubbed: A tv show called Dale 
II ilh The Angels has been bought for 
next slimmer by I'&G. You can bet 
these angels n ill hare no dirt) faces. 

Ouch, my ulcer! Clients we don't 
think we d like to be the agenev for: 
Quick Mfg., Tension Knv elope Corp., 
Race Rare. Inc. 

Trend: Mercnrv's new car model com- 
mercials lav stress on visihle stvling 
rather than on nndcr-the-hood ad- 
vances. Another example of the em- 
phasis of jHiclaging. 

Definition: \ ''Conrtesv \unonnce- 
ment is a polite commercial. 
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WBAL-TV PERSONALITIES 
REALLY STAND OUT 



Here's the crowd 
we're proud of— 

Top row, Ml to right: 
Bob Jon** 

Jo-Jo of Paul's Puppth 

Noncy Clork 

Ed Shoop 

Koith McBto 

Maggio Lynn 

Al Homdofl 

Jay Grayson 

Confer; 
Mitt Noncy 
Bront Gunrt 
> Galon Frommo 
Joo Croghon 
Mac Davits 
Vinco Bctgll 
Arnold Wilktt 

Bo from: 

Conway Robinson 

Mollio Martin ' 

Paul Shlolds 

Jimmy Wtst 

Dick McCouloy 

Richard Dlx 

Jock Rc-dfom 



Ask any Maryland viewers to name their favorite local TV person- 
ality. Surveys show that eight out of ten will name one of the guys 
or dolls at WBAL-TV. Ask an advertiser where he goes first to audi- 
tion people to promote his product. You'll get the same answer . . . 
WBAL-TV. 

One Baltimore outlet has a star-studded stable of winning person- 
alities — as well known to viewers as their next-door neighbors. And 
these people can really sell! Viewers know them, like them, and 
believe in products they recommend. Personalities at WBAL-TV get 
a big build-up— a big backing from Baltimore's stand-out station . . . 
WBAL-TV. 

WBAL-TV Channel 11 Hi 

nationally represented by EDWARD PETRY & CO., INC. 



